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MEDICINE 


TRIUMPH 
OVER 
TOOTH DECAY 
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TRIUMPH—This is the color spread section of the three-page ad which 
Procter & Gamble will run in Life for its new fluoridated tooth- 


paste, 


“May Dry Up Source’... 
Newsprint Price 
Complaints Hit 
as Cheap, Easy’ 


MONTREAL, Jan. 19—Use of 
newsprint will double in the next 
25 years, R. M. Fowler, president 
of Canadian Pulp & Paper Assn., 
told the royal commission here 
yesterday. 

The commission, headed by 
Walter Gordon, a Toronto manage- 
ment consultant, held its first 
hearing on the dominion’s economic 
prospects. It is charged with fore- 
easting the probable trend of 
Canadian economy for the next 
quarter century. 

Mr. Fowler estimated that de- 
mands for Canadian newsprint 
will rise from 6,200,000 tons in 1955 
to 12,500,000 tons by 1980. News- 
print shipments to the U.S., Mr. 
Fowler said, should rise by 1980 to 
7,600,000 tons, a gain of 50% over 
1955. Canadian consumers, he said, 
can be expected to double their 
consumption and probably will be 
using 1,000,000 tons of newsprint 
by 1980. 

Warning that “unbridled abuse” 
by Canadian and US. politicians 
and publishers, occasioned by re- 


(Continued on Page 8) 


Crest. 


P&G's Crest, New 
Fluoride Toothpaste, 
to Bow Nationally 


New York, Jan. 19—Crest, Proc- 
ter & Gamble’s second entry in the 
dentifrice derby in about as many 
years, was introduced to the New 
York market this week and will 
blast off a national introductory 
campaign by the end of the month. 

Using a three-page spread in 
Life and The Saturday Evening 
| Post, the first page is a b&w “an- 
nouncement” type ad, telling of 
“a new era in preventive dental 
care.” This is followed by a four- 
color spread on “milestones in 
modern medicine,” the latest being 
Crest’s “triumph over tooth de- 
cay” and a description of how the 
new fluoride toothpaste “strength- 
ens tooth enamel to knock out 
decay from within.” 


® Also on the schedule, but with 
smaller ads, are Better Homes & 
Gardens, 
McCall’s, Photoplay and True 
Story. Newspaper ads, generally 
1,500 lines, also break this month, 
plus Sunday newspaper sections, 
day and night network television 


sampling in different parts of the 
country is already under way. 
Benton & Bowles is the agency 
handling Crest. 
Thus, P&G brings into full dis- 
tribution its newest toothpaste, 
(Continued on Page 75) 


International Silver Broadens Its Sales 
Horizon with $1,000,000 52-Page ‘Life’ Push 


MERIDEN, CONN., Jan. 18—In- 
ternational Silver Co. will run 52 
full pages in Life this year in a 
concentrated campaign “to create 
in consumers’ minds a new inter- 
est and fresh importance for 
silver and tableware.” 

Virtually all of the ads will be 
in four colors. They will be spread 
over 42 issues. The first one, for 
1847 Rogers Bros. silverplate, ap- 
pears in the Jan. 23 issue. The 
last one, for International sterling, 
will run in the Dec. 10 issue. 

International Silver’s two agen- 
cies, Young & Rubicam and Mc- 
Cann-Erickson, are working to- 
gether on this spectacular push. 
McCann handles the Holmes & 
Edwards division, which is down 
for nine insertions; Y&R is the 


agency on International sterling, 
International stainless and 1847 
Rogers Bros. 

George Morrison, advertising 
director of International Silver, 
told AA the company decided on 
this new approach to gain greater 
|concentration of sales messages in 
one particular market—in this 
case the huge Life audience. He 
said a presentation made by Mari- 
on Harper Jr., president of Mc- 
Cann-Erickson, influenced the de- 
cision. 


® In a letter sent to dealers this 
week, Craig D. Munson, president 
of International Silver, explained 
that the “direct purpose” of the 
drive is “to help you, as a mer- 


(Continued on Page 75) 


and spot nighttime tv. Extensive | 
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Milt Biow Resigns His New Schlitz 
Account; Blatz Switches to K&E 


‘Woman's Day’ 
Rebates; Cuts 
Rate, Guarantee 


| New York, Jan. 20—National 
|advertisers in Woman’s Day this 
week learned that the supermarket 
monthly delivered an average of 
3,500,000 during 1955, compared 
with a guarantee of 3,750,000. At 
the same time, the advertisers re- 
ceived rebates amounting to 6.86%. 

They also were informed that, 
with the January issue, Woman’s 
Day has instituted a new guarantee 
of 3,375,000 for 1956—10% lower 


tising rates likewise are reduced by 
10%. B&w pages, which have cost 
$11,200, now will be priced at $11,- 
088. Per 1,000 rates remain the 
same. 

The magazine gave advertisers 
no explanation of its failure to 
achieve the guarantee, but the gen- 
}eral drop-off in newsstand sales 
for magazines generally seemingly 
affected the supermarket-sold Wo- 
man’s Day. It will point out next 
| week, in announcing the new guar- 
antee: 

“Woman’s Day is 100% single 
| copy sales. Its basic philosophy of 
|publishing demands a voluntary 
| buying of the magazine. Woman’s 
Day has no intention of changing 

the pattern of its circulation by ac- 
| cepting subscriptions or adding 
outlets other than A&P stores.” 


Good Housekeeping, | 


be According to the magazine, in 
|1955 it sold an average of 850 
|copies per A&P store. “No other 
| magazine in the history of the in- 
dustry,” it says, “has ever sold as 
(Continued on Page 4) 


Norman, Craig & Kummel 
Dropped as Blatz Moves 
Into Kenyon & Eckhardt 


MILWAUKEE, Jan. 


Biow Says Schlitz Was 
Solicited Without His 
Consent; Toigo May Leave 


19—Blatz | New York, Jan. 20—Milton H. 


Brewing Co. has transferred its Biow this week resigned an ac- 
advertising account from Norman,|count he did not yet have—the 
Craig & Kummel to Kenyon & Eck- | $9,000,000 Jos. Schlitz Brewing Co. 


than last year’s guarantee. Adver- | 


transfer, but the Schenley brewing | 
| subsidiary reportedly was aiming} 
lat an effective date somewhere 
around July 1. 

The shift from Norman, Craig 
followed by only a week the agen- 
cy’s loss of the $3,500,000 Revion 
account to BBDO and C. J. La- 
| Roche & Co., and it ended a 5%- 
|year tenure on the Blatz account 
|by Norman, Craig and its prede- 
| cessor, Wm. H. Weintraub & Co. 


|@ For Kenyon & Eckhardt the ap- 
|pointment meant a return to the 
|beer field after a year’s absence. 
K&E’s last beer account was Na- 
tional Brewing Co., which the 
principals of Owen & Chappell 
| brought there in September, 1952, 
when that agency dissolved. K&E 
resigned National in November, 
1954. 

Prior to its service with Nation- 
al, K&E held the Piel Bros. ac- 
count for about two years, doing 
a marketing job there which be- 
came something of a K&E success 
story. 

Only recently, of course, the 
agency expanded considerably in 
|another segment of the beverage 
|field when it resigned Welch’s 
grape juice in favor of the $6,000,- 
000 Pepsi-Cola account (AA, Dec. 
19, 55). That switch is still some 
two months short of becoming of- 
ficial. 


® Actually, the Blatz switch is not 

likely to transfer much active bill- 

ing from one agency to the other. 
(Continued on Page 75) 


Last Minute News Flashes 


‘Woman's Day’ Names Grove National Ad Manager 


New York, Jan. 20—Woodward Grove, formerly eastern advertising 


hardt. No date was set on the! 


manager, has been promoted to national advertising manager of 
Woman’s Day, a new position. Jerry Ryan continues as vp in charge of 
advertising. Named associate manager in New York was Joe Ran- 
dolph, formerly in the magazine’s Chicago office. Frank X. DeLone, 
who joined Woman’s Day last year, succeeds Mr. Grove as eastern 
advertising manager. 


FCC Awards Miami Channel to Newspaper Interests 


WaAsHINGTON, Jan. 20—The Federal Communications Commission 
today decided a four-way contest among applicants for Channel 7, 


business. 

Actually, Biow-Beirn-Toigo 
would have become the agency af- 
ter March 1, replacing Lennen & 
Newell, the agency which had 
helped to bring Schlitz back to the 
No. 1 brewer’s spot (AA, Jan. 2). 

In a brief statement which con- 
cealed in its brisk words a great 
deal of agency turmoil, Mr. Biow 
said: 

“The Schlitz account was nego- 
tiated and a contract signed by a 
company [i.e. Biow] officer, but 
without my knowledge or consent, 
at a time when this agency al- 
ready was serving a competitive 
beer account. As a matter of prin- 
ciple, and regardless of billing in- 
volved, I felt I must take this ac- 
tion. I have therefore exercised 
that clause in the contract, as de- 
livered to me, giving the agency 
the right of cancelation. I have so 
notified Schlitz.” 

The cryptic reference to “a 
company officer” alluded to John 
Toigo, who had personally sold 
Schlitz on transferring the account 
to Biow, presumably to take ad- 
vantage of the high-fashion copy 


(Continued on Page 78) 


ARF Is ‘Static, 
Unimaginative, 
Says Dobberteen 


Brown Defends ARF, but 
Urges Agencies to Support 
More Basic Research 


New York, Jan. 19—Harold H. 
Dobberteen, vp and media director, 
Bryan Houston Inc., today ex- 
pressed doubt that the Advertising 
Research Foundation ever will 
provide the answers researchers 
are looking for. 

In a full-blown attack on ARF, 
Mr. Dobberteen told a luncheon 
meeting of the New York chapter 
of the American Marketing Assn. 


Miami, by giving it to Biscayne Television Corp., which is owned by 
the Knight and Cox newspaper interests, owners of the Miami dailies, 
and by Niles Trammell, former president of National Broadcasting Co. 


Farm Publication Ad Volume Up in 1955 
Cuicaco, Jan. 20—Advertising revenue of the 39 member publica- 


increase of $902,881 or 1.75% over 1954. The 1955 total includes: 


Commercial, $51,168,987; classified, $1,155,340; poultry, $999,704; 
livestock, $519,070. 
McCall to Fold “Blue Book’ in May 


New York, Jan. 20—McCall Corp. will fold Blue Book, effective 
with the May issue. The 50-year-old monthly carries no advertising. 
The decision is attributed to “increases in production costs.” 

(Additional News Flashes on Page 79) 


tions of Farm Publication Reports Inc. for 1955 was $53,843,101, an/| 


that organizations “of this type” 
rarely produce “original contribu- 
tions.” 

| He quipped: “It is not advertis- 
|ing, nor research, certainly not a 
| foundation.” 

The Advertising Research Foun- 
dation has been functioning since 
1936. Originally sponsored by the 
Assn. of National Advertisers and 
the American Assn. of Advertising 
Agencies, it was broadened in 1951 
to include representation from 
media. 

Mr. Dobberteen said the trouble 


(Continued on Page .75) 
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‘Guaranteed Best’ Detergent, Lever’s 
Wisk Prepares to Bow in Midwest 


BBDO Schedules Four-City | ‘io and tv spots, will say “Wisk is 
é ‘ | wonderful,” “Wisk is coming,” 

Saturation Campaign for «watch for Wisk.” 

New Canned Detergent 


Then the main campaign will 
start with full pages in newspapers 
New York, Jan. 20—Lever Bros. | in the four cities and three-quarter 
today announced it will launch P@8es in smaller cities and towns 
Wisk, a new instant liquid deter- | /" the surrounding sales territories. 
gent, in four midwest markets|. “fter a month of weekly inser- 
early in February (AA, Jan. 16). | tions, the metropolitan ads will be 
The product, described as |reduced to three-quarter pages; in 
heavy-duty laundry item, is a blue | the smaller cities ads will be cut 
liquid in a can. The result of seven | *° two-fifths pages after the same 
years’ work by Lever researchers, | P¢Tiod. Radio and tv spots, ranging 
it is held to be without peer for from 10 to 15 a day in the major 
getting “so many different things cities, will also be heard for a 
so clean.” — 
Wisk will be introduced in St. 
Louis, Grand Rapids, Indianapolis, 


|@ Newspaper pages will say that | 
| Wisk “will get your family wash 
'so clean and white that you will 
never use a powder detergent 
again. 

“You will use Wisk for just 
about everything. It makes quick 
work of dishes, soaks them clean. | 
Concentrated Wisk wipes grease) 
off a stove or kitchen wall. It 
makes old, discolored linoleum 
look new. It gets yellowed kitchen 
cabinets white and shiny again... 
It does away with ‘washday hay 
fever’... with clumsy, soggy boxes 
... With messy powders that spill. 
And because Wisk does so many 
jobs so well, you don’t have to 
clutter your shelves with all those 
boxes and bottles you used to 
need.” 

The advertising carries a Lever 
guarantee of purchase price refund 
if Wisk “isn’t the best detergent 


Liquid ) Mirailal We Gechtoy powder over 
nade con give you the -oncentrate 


you ever used.” The Good House- 


BIG PACKAGE PUSH—This newspaper keeping and Parents’ seals both | 
page |are’ reproduced. 


introduces pint and quart} . . ‘ 

. . | Wisk will be marketed in pint) 

cons of Lever oss Wisk deter and quart sizes at 37¢-39¢ and 67¢- | 
= 69¢. The cans are in red, yellow, 


white and blue. 


S-PIELERS—The Piel brothers of tv 


fame have been getting a lot of 


fan mail for their perky beer spiels. Many letter writers want to 

know if Bert and Harry really exist. Actually there are four broth- 

ers who reportedly are stockholders of Piel Bros., but Bert and 
Harry are creations of Y&R’s collective imagination. 


Ersaiz ‘Bros. Do 
Zany Sales Job for 
Piel Bros. Beer 


By Maurine Christopher 

New York, Jan. 19—Some of 
the freshest comedy bits seen on 
television this season have been 
contributed by a couple of zany 
cartoon characters who call them- 
selves Bert and Harry Piel. 

The Piel “Brothers,” who do 
such an unorthodox job of selling 
for Piel Bros. that their work is 
as close to entertainment as a 


{ 


Hardware Group 
Names Bozell, Jacobs, 
Sets ‘56 Ad Plans 


INDIANAPOLIs, Jan. 18—The Na- 
tional Retail Hardware Assn. has) 


commercial can be, were dreamed 
up by Young & Rubicam to give 
people a friendly feeling toward 
Piel’s beer and the company that 
makes it. 

They arrived on the scene when 
the less-sugar-and-less-calories 
claims of the brewers were hitting 
a frenzied crescendo. Bert and 
Harry’s low pressure, off-beat— 
and sometimes scatterbrained—ap- 
proach came as a welcome relief. 

“We felt the less-sugar-and-cal- 
ories claims were reaching the 


point where they were meaning-| 


less,” Robert Leadley, radio-tv 
account supervisor for Piel’s, ex- 
plained. “We wanted to develop 
a warm personality for Piel’s beer. 
And we wanted to get people to 
like the beer and the company 
that makes it.” 


® So Bert and Harry, who turned 
out to be quite a hit as good will 
ambassadors, judging by their fan 
mail, were born. Copywriter Ed 
Graham dreamed up the format 
for the commercials, which were 
tested on radio and tv in Bing- 
(Continued on Page 45) 


Advertising Age, January 23, 1956 


McCann May Get 
Canadian Bulova 
from MacLaren 


Hayter Becomes First 
Canadian to Preside 
_ Over U.S.-Owned Agency 


TORONTO, Jan. 17—Bulova Watch 
| Co. reportedly will move its $300,- 
|000 Canadian account from Mac- 
Laren Advertising Co., where it 
|has been for the past 20 years, to 
| McCann-Erickson (Canada) April 
3s 

At the same time McCann (Can- 
}ada) announced that E. W. Hayter, 
,of Toronto, has been named presi- 
dent of the agency. He becomes the 
first Canadian to assume the presi- 
dency of a major U. S. agency’s 
Canadian operation; previously 
Canadians have been named to vp 
posts, but not the presidency. 

The Bulova shift was regarded 

| as one evidence of a trend toward 
|consolidation of international ac- 
counts within the over-all manage- 
ment of single agencies. McCann 
|took over the Bulova account in 
|the U.S. at the start of last year 
| (AA, Oct. 18, °54). 
Other indications of the trend 
jhave been the acquisition of Coca- 
|Cola by McCann-Erickson and the 
recent shifting of the $1,000,000 
| RCA Canadian account from Spitz- 
er & Mills Ltd. to Kenyon & Eck- 
hardt Ltd. 


|® Canadians feel they may be on 
|the verge of losing an additional 
| $2,000,000 in billings because of the 
presence in Toronto of representa- 
tives of Batten, Barton, Durstine & 
Osborn and Sullivan, Stauffer, 
|Colwell & Bayles, two U. S. agen- 
cies seeking office space in this 


and Cleveland via advertising, 
promotion and public relations 
drives. Batten, Barton, Durstine & 
Osborn is the agency. 


& Lever said ten days of teaser ads 
will precede the drive for Wisk. 


The teasers, in newspapers and ra- | 


William H. Burkhart, Lever 
president, said Wisk’s “instant 
solubility, faster penetration, supe- 
rior rinsing and greater cleaning 
action” led to a Lever guarantee 
that the product will wash clothes 
“better, easier and faster than any 
powder.” 


Shell Finds Safety Quiz Ads Induce 


Up to 44% of Readers to Test Selves 


initial Test Used Tacoma, 
Charlotte Dailies, with 
1,849 Readers Checked 


New York, Jan. 18—Shell Oil 
Co. will launch an unusual public 
service advertising campaign Jan. 
30 in 230 newspapers in 150 cities. 

While essentially a safe driving 
campaign, each of the ads requires, 
and apparently will get, a high 
degree of reader participation. 

This was demonstrated in a ser- 
ies of tests made last fall in Char- 
lotte, N.C., and Tacoma, Wash. 
The tests were made specifically 
(1) to determine the extent to 
which readers participated in the 
safety tests presented in the ads 
and (2) to evaluate readers’ re- 
actions. 

The ads were prepared and test- 
ed by Kenyon & Eckhardt, Shell’s 


;agency, which has made available 
to AA the methods used and the 
results of the tests. 

The six Shell ads were tested in 
the Charlotte Observer and the Ta- 
|coma News Tribune. One of the 
‘ads appeared in each newspaper 
each Tuesday and Thursday from 
Sept. 27 through Oct. 20. Inter- 
viewing took place Fridays. 


® A total of 1,849 men and women 
who had read the issues of the 
newspapers containing the Shell 
ads were interviewed. 

Each respondent was presented 
with a four-page paste-up from 
the Observer or News Tribune. 
| The first sheet was Page 1 of the 
| preceding Tuesday’s newspaper. 
|The second and third pages con- 
|tained the advertisements to be 
| compared with the Shell ad on the 
fourth page of the paste-up. 
(Continued on Page 40) 


This has been called the most 


this important document. 


What Percentage of Sales 
Is Devoted to Advertising? 


Next week ApvERrTISING Ace supplies the answers—in association 
with the University of Illinois—with a detailed analysis of per- 
centage of sales devoted to advertising by 2,325 “advertising com- 
panies”—broken down into 70 business classifications. Don’t miss 


common question in advertising. 


appointed a new agency and set 
plans for its 1956 advertising and 
merchandising campaigns. 

The new agency is Bozell & 
Jacobs, which succeeds Grey Ad- 
vertising Agency, which has had 
the account for three years. 

In announcing the account 
change, Russell R. Mueller, man- 
jaging director of the association, 
|praised Grey for the work it has 
done for the association, but said 
it was felt that the advertising and 
public relations activities should 
be combined and that the account 
can be served better by the local 
facilities of Bozell & Jacob’s 12- 
office operation. 

Bozell & Jacobs has handled the 
|association’s pr since early last 
| year. 


® Highlight of the 1956 advertis- 
ing will be the special section run- 
ning in the April 14 issue of The 
Saturday Evening Post, midway in 
Hardware Week. 

Similar to last year’s special sec- 
tion, it will open with a color 
|spread for Hardware Week fol- 
lowed by several pages of unit 
| advertising. 

This year’s section is expected 
to exceed last year’s, which con- 
|sisted of 43 consecutive pages of 
|display advertising, representing 
about $650,000 in expenditures. 

This year’s Hardware Week 
campaign will be coordinated with 
more than $500,000 worth of news- 
paper, radio and tv advertising at 
the local level and with special 
hardware wholesaler catalogs and 
circulars with an estimated value 
of $350,000. 

A similar industry wide cam- 
paign, Family Gift Center, will be | 
launched this year as a companion 
to Hardware Week for the Christ-| 
mas selling season. It is scheduled 


| favorites: 


for Nov. 19. 

Also, plans will be announced 
soon for a continuing program of | 
consumer magazine advertising 
throughout the year. 


and his band. In succeeding sea- 


city. 


ot 


CITIES (4) SERVICE 


GLORIES OF YESTERYEAR—Here is a scene not to be repeated again— 

Maestro Paul Lavalle conducting the Cities Service “Band of Amer- 

ica” in one of its radio concerts. The band is in full regalia. Object 
at the left—not part of the band—is a Cities Service gas pump. 


Cities Service Band Plays Swan Song after 
Record-Breaking 29 Years in Network Radio 


New York, Jan. 17—The Cities, sons such names as Jessica Drag- 
Service “Band of America” came | onette, James Melton, Frank Park- 
to the end of the trail last night. (er, Lucille Manners, Grantland 

The oldest continuous sponsored | Rice, Ford Bond and Frank Black 
program on network radio bowed | were associated with the program. 
out with an orgy of oldtime concert | Paul Lavalle, who conducted last 
“Trees,” “Sylvia” and| night, joined the series in October, 
“El Capitan.” Other numbers) 1944. 
played on the final broadcast were 
the “Dwight D. Eisenhower March” | » Cities Service announced that it 
and the “Cities Service Triumphal js terminating the broadcasts be- 
March,” written in 1952 for the’ cause of “an expanding marketing 
program’s 25th anniversary. program with increased emphasis 

Cities Service Oil Co. began/on local radio, television and other 
sponsoring this series of weekly| advertising media.” The 48-piece 
radio concerts 29 years ago. They| band will be disbanded, but Mr. 
have always been carried on the! Lavallie “will continue his associ- 
National Broadcasting Co. net-|ation with Cities Service in its 
work. program of stimulating an interest 

The first broadcast, Feb. 18,| in music in the youth of America,” 
1927, came from Carnegie Hall and | the company said. 


featured Edwin Franko Goldman; Ellington & Co. has handled the 
Cities Service account since 1947. 
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Human Approach 
Featured in Push 
by N.Y. Exchange 


New York, Jan. 17—The New 
York Stock Exchange will spend 
*600,000 in the first six months of 
!956 for an educational advertising 
ampaign. The exchange’s adver- 
‘ising expenditures in all of 1955 
amounted to $975,000. 

G. Keith Funston, president, in 
announcing the new campaign, 
said that the exchange’s 1956 ad- 
vertising theme will continue to 
be, “Own Your Share of American 
Business.” 

The media schedule, starting in 
February, calls for insertions in 
573 daily newspapers, 160 Sunday 
newspaper magazines and two 
pages in Life. In addition, the clas- 
sified sections of telephone direc- 
tories will list member firms in 
the stock broker section under a 
New York Stock Exchange head- 
ing. There will also be special ads 
in financial magazines and a 
selected list of business papers. 


® The objective of the campaign, 
Mr. Funston said, “is to inform 
people everywhere about their op- 
portunity to participate in voting 
ownership of the corporations 
which have made so vital a con- 
tribution to the growth and devel- 
opment of the country.” 

The exchange’s 1956 advertising, 
he said, will stress “human situa- 
tions and informality by the use of 
quizzes for the reader, dialog, and 
questions and answers. It will con- 
tinue to give basic information 
about investing in stocks and bonds 
and to explain the function of the 
stock exchange.” 


® Mr. Funston said that the main 
targets for the exchange’s 1956 ad- 
vertising will be threefold: 

1. The 2,000,000 non-shareown- 
ing families with annual incomes 


(Continued on Page 40) 


$12,000,000 Ad 
Loss Estimated 
in Detroit Strike 


Detroit, Jan. 18—The 46-day 
strike that shut down Detroit’s 
three metropolitan daily newspa- 
pers ended Jan. 16, when the De- 
troit Times and Detroit News re- 
sumed publication. The Detroit 
Free Press resumed with editions 
of Jan. 17. 

While the Detroit Newspaper 
Publishers Assn. declined to set a 
figure on the cost of the strike, it 
was learned unofficially that the 
three papers had lost an aggregate 
of $12,000,000 in advertising rev- 
enue, and the 4,600 persons idled 
by the walkout had lost $3,200,000 
in wages. 

The advertising loss was esti- 
mated at $6,000,000 for the Detroit 
News and roughly $3,000,000 each 
for the Free Press and Times. 

The three papers resumed pub- 
lication with 24-page adless edi- 
tions, except for paid death notices. 

On the following day, however, 
the News and Free Press had 80- 
page editions and the Times 48 
pages. The first editions attempted 
to give readers a fill-in on news- 
worthy events during the strike. In 
its 80-page edition, the Free Press 
carried 24 pages of comics. 


s Another loss the papers must 
reckon with is in circulation. Roy 
Hatton, director of circulation for 
the Free Press, said this loss would 
be only temporary and that all 
(Continued on Page 48) 
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_ New York Stock Exchange 


SMART AS BETTY—First ads in the New York Stock Exchange’s 1956 

campaign will break Feb. 13 in Life, later in 573 daily news- 

papers and, as shown above, in 160 Sunday newspaper magazines 
Feb. 26. Calkins & Holden is the agency. 


Texas Grocery 
Chain Will Sell No 
Expose Magazines 


Houston, Jan. 18—Expose mag- 
azines have been banned from the 
display shelves of all 7-Eleven gro- 
ceries in the Houston area. 

The drive-in grocery chain has 
set up a list of 84 magazines 
which store managers are author- 
ized to display and sell. The list 
has gone to all 180 stores of the 
7-Eleven chain in Texas from 
headquarters at Dallas. 

Last year, in the vanguard of a 
general state-wide public cam- 
paign against “undesirable” com- 
ics magazines, the 7-Eleven chain 
voluntarily stopped the sale in its 
stores of some comics and maga- 
zines. The latest list excludes the 
expose magazines. 


Dow Jones Forms New Division 

Dow Jones & Co., New York, 
publisher of the Wall Street Jour- 
nal, has formed a new division of 
development and planning. J. J. 
Ackell, formerly business manager, 
has been appointed general man- 
ager of the new division. Buren H. 
McCormack, former executive ed- 
itor and more recently treasurer of 
Dow Jones, has been appointed 
business manager in addition to 
his duties as treasurer. 


Comics’ Appeal 
Probes Readers’ 
Inner Lives: Puck 


New York, Jan. 20—A study of 
what motivates people to read 
Sunday comics will be published 
shortly by Puck—the Comic Week- 
l 


“The Sunday Comics—a Socio- 
Psychological Study with Attend- 
ant Advertising Implications” and 
“The Sunday Comics—Some Ad- 
vertising Implications” are the 
titles of two booklets on the study. 
The first is intended for creative 
heads of agencies; the latter high- 
lights the basic findings of the main 
volume and will be available for 
mass distribution early in Febru- 
ary. 

Advertisers who would use Sun- 
day comics effectively, the study 
determined, will make use of such 
factors as: 

“Comics are one of the ways 
whereby people find out about 
life. This seems particularly true 
for people in transition from one 
status to another—immigrants, 
children, adolescents, brides and 
so on.” 


(Continued on Page 77) 


At NARDA Meeting... 


Craig and Others Point 
to Auto Field as Model 
_ for Appliance Marketing 


Cuicaco, Jan. 18—Against a 
| background of congressional wor- 
| ries about the development of full- 
\line production and marketing 
| giants in the appliance industry, a 
|top official of Westinghouse Elec- 
‘tric Corp. urged appliance dealers 
|to join the full-line trend. 

| In a talk before the National 


Assn.’s annual convention, John W. 


Quit-Smoking 
Pioneer Abandons 
Advertising Effort 


MINNEAPOLIS, Jan. 17—A young 
Minneapolis agency man is con- 
vinced that nobody really wants to 
quit smoking. 

He also says he has found out 
that “negative advertising” does 
not pay. 

The lessons were learned, says 
Dan Danielson, of Colby, King & 
Co., when he tried to spark an 
anti-cigaret drive. 

After nine 15-minute radio pro- 
grams on Station WPBC, Mr. 
Danielson has signed up only 17 
members in his Offems organiza- 
tion. 

“People talk about quitting 
smoking, but nobody really wants 
to,” says Mr. Danielson. “It’s just 
a case of mass masochism. Every- 
body says, ‘I know I should quit, 
but look how daring I am in doing 
this dangerous thing.’ ” 

From his experience with Of- 
fems, Mr. Danielson thinks it is 
easier to persuade people to do 
something positive than to take a 
negative action. 


® But the 23-year-old adman 
doesn’t consider his efforts wasted. 

“The idea encouraged each of us 
to quit smoking,” he says. “That’s 
something, for the cost of smoking 
over a lifetimie for a three-packs- 
a-day puffer, such as I was, could 
amount to a lot of money.” 

The idea behind Offems was to 
make quitting smoking an amusing 
fad. Mr. Danielson hoped it would 
catch on and roll up an advertising 
fund “like a snowball” to broaden 
the campaign against smokes. He 
says he is going to carry on the 
crusade by making speeches. 

Meanwhile Mr. Danielson has 
983 shiny new Offems buttons and 
membership cards for new mem- 
bers. Contributions of any size will 
bring one of each. Offems’ address 


is Box O, Minneapolis. 


Highlights of This Week's Issue 


Safeway gets out of trading stamp 
field entirely 
Assn. of Better Business Bureaus 
warns against “promoters” using 
its name 
Subordinate role of media depart- 
ments in agencies is  criti- 
cized 
Housewares should get more su- 
permarket space, rack merchan- 
disers told 
Agencies make a mistake in over- 
looking radio, Kevin Sweeney 
warns 
Network radio is making comeback 
as ad medium, CBS’s Karol 


all, Tacoma clothier 
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DuPont competes with self in 


rayon-nylon cord tires promo- 
tions 
Few brands have national distri- 
bution, Scripps-Howard survey 
shows 39 
Leo Burnett Co. moves into 
Chicago’s new Prudential 
BS nth ead hb oe vikaiee Page 46 
Salmon River Slim is new adver- 
tising personality to lure Idaho 
tourists 
Automation will revolutionize 
marketing, Feter Drucker tells 
marketers 
Public service appeals plague tv 
network sponsors, Eye & Ear 


OD pice h cacese bl Page 58 
Macy’s-Gimbel’s Christmas ad 
warms Clyde Bedell’s 


RCA Victor tests coupon book plan 
for its records 
General Foods expands mar- 
ket for its Minute mashed po- 
tatoes 
Walter Weir says copywriting art 
is fading because non-copywrit- 
ers invade the field ....Page 64 
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‘Jump on the Full-Line Flatcar, 
Westinghouse Urges Appliance Men 


Craig, vp and general manager of 
Westinghouse’s electric appliance 
divisions, described the full-line 
trend very much as the Senate 
small business committee has. In 
fact, he referred to committee 
testimony to show that the ap- 
pliance industry is following a pat- 
tern set earlier by the automotive 
industry. 

Far from viewing the movement 
with alarm, however, Mr. Craig is- 
sued a call for retailers to climb on 
the full-line bandwagon and be- 
come “automobile-type dealers.” 


@ Mr. Craig began by referring to 
the 2,726 makes of automobiles 
which he said have been sold in 
the U.S. during the past 50 years. 

“Today, there are 19 American 
survivors, with three giant corpor- 
ations—offering just 14 makes— 
doing over 90% of the nation’s car 
business,” he told the appliance 
dealers, and added that “we are 
moving ever faster toward a sim- 
ilar pattern in the appliance busi- 
ness.” 

To document this Mr. Craig re- 
marked that there are now only 
half as many tv set manufacturers 
as at the postwar peak, and that 
the number of home laundry man- 
ufacturers has declined even more 
sharply. 

As for reasons behind the trend, 

(Continued on Page 76) 


Plymouth’s $150,000 
Contest Aims at 
Sifting Prospects 


Detroit, Jan. 18—A _ national 
traffic builder contest for dealers 
of Plymouth cars, backed by one 
of the largest advertising budgets 
in Plymouth’s history, was kicked 
off Jan. 17 and will run through 
March 10. 

Known as the “Plymouth $150,- 
000 Lucky Motor Number Sweep- 
stakes,” the contest offers a grand 
prize of $50,000 in cash and a sec- 
ond prize of an all-expense, two- 


ANNOUNCING PLYMOUTH'S 150,000 
LUCKY MOTOR NUMBER SWEEPSTAKES 


WORLD'S EASIEST CONTEST—JUST GO TO ANY PLYMOUTH DEALER 
AND REGISTER THE MOTOR NUMBER OF YOUR 1950 OR NEWER MODEL CAR 
(M0 MAKE). THAT'S ALL NOTHING TO BUY OR GUESS OR SOLVE. 
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week trip around the world by air 
for two plus $5,000 in cash. 

National in scope, the contest 
is set up to “pre-screen” prospects 
so that dealers and their salesmen 
on the showroom floors will not 
lose valuable selling time, accord- 
ing to Bruce E. Miller, Plymouih 
director of advertising. 


8 “One of the problems in the past 
with traffic builder promotions has 
been that whiie they attract thou- 
sands of interested persons, they 
also draw the merely curious who 
come into the showrooms to idle 
away time,” Mr. Miller explained. 
“While this increases traffic in the 
dealership, it also results in many 


(Continued on Page 48) 
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‘Woman’s Day’ 
Rebates; Cuts 
Rate, Guarantee 


(Continued from Page 1) 
many copies per outlet.” 


1951 
1952 
1953 
1954 
1955 


$ 9,378,602 
10,942,542 
10,301,969 

9,413,843 
9,279,181 


Woman's Day Family Circle Everywoman’st+ 
$ 6,649,756 
9,749,206 
11,991,103 
12,223,603 
12,106,701 
+Everywoman’s began publication January, 1951 
{Better Living began publication May, 1951 


_Ad Revenue of Store-Distributed Magazines 


Better 
Living; 
$1,229,645 
2,591,069 
3,578,014 
3,882,799 
2,951,680 


$1,492,734 
2,689,179 
3,273,020 
3,215,005 
3,020,960 


Source: PIB 


On this basis, Woman’s Day 


would have been distributed | Pepsi Ltd. Names K&E 
through about 4,120 A&P markets | 


ly 540 copies. 

In 1955, Woman’s Day had ad 
revenue of $9,279,181. This was a| 
decrease of 2% compared with 
1954’s $9,413,843. 

In October, 1951, the A&P book | 


| Cockfield, Brown & Co., which was 
named in 1949. Pepsi-Cola said 
the move was made to have “one 
international agency” handle its 
product. Kenyon & Eckhardt, New 


; ‘ Pepsi-Cola of Canada Ltd. has/| 
last year. Family Circle distributed /named Kenyon & Eckhardt to han-| 
its 4,000,000 copies through some | dle its advertising, effective April | 
7,500 outlets—an average of near-|30. The account was last with! 


York, was recently named in the) 


|Radio Ad Bureau Adds 13 
Radio Advertising Bureau, New 
York, has added 13 new members. 
They are KDAL, Duluth, Minn.; 
KFEQ, St. Joseph, Mo.; KFXM, 
San Bernardino, Cal.; KFYO, Lub- 
bock, Tex.; KLEA, Lovington, 
N. M.; KSIX, Corpus 
Tex.; WFMD, Frederick, Md.; 
WJEH, Gallipolis, O.; WLSH, 
Lansford, Pa.; WPAM, Pottsville, 


Christi, | 


went from 5¢ to 7¢ a copy, a price | 
it has maintained since. Earlier— | 


in 1947—it had jumped from 2¢ 
to 5¢. 


Pepsi switch from Biow-Beirn-|Pa.; WROV, Roanoke, Va., and 
Toigo. Cockfield, Brown will con-| WSTV, Steubenville, O. A station 
| tinue to handle Schweppes adver-| representative, H-R Representa- 
| tising in Canada. |tives, also joined the bureau. 


Aiming at the Rich Southwest .. . 


Don't Miss 
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personal support for the adjust- 
|ment in rates. 


® He said: 

“Many services performed and 
privileges granted by the govern- 
ment in the public interest also 
convey a special, added benefit to 
individuals or groups who can af- 
ford to pay for them. In some cas- 
es, the services are now provided 
without charge. In other cases, the 
fees are substantially below the 
costs of providing the services. 
Thus, the general taxpayer is re- 
quired to subsidize operations 
which should be self-supporting. 

W. THACHER LONGSTRETH, recently |The scope and cost of these hidden 
‘defeated Republican candidate for Subsidies have grown considerably 
mayor of Philadelphia, has joined during the past decades. I firmly 
Aitkin-Kynett Co., Philadelphia,|Pelieve in the principle that gov- 

. /ernment services which give a spe- 
G? en account execute. Mr. Long- | cial benefit to users should be fi- 
streth had been with Geare-Mars- | nanced by adequate charges paid 

ton before the campaign. by the users. 

“In furtherance of this princi- 
ple, I strongly recommend that the 
Congress enact legislation to in- 
crease postal rates so that users 
are no longer subsidized from gen- 
eral funds.” 


| Democrats Cold to 
President's Postal 
Rate Hike Appeal 


WasHINGTON, Jan. 18—President Erwin, Wasey Gets Chicken 
Eisenhower’s new appeal for in- of Sea, White Star Tuna 
creases in postal rates got a frigid) Van Camp Sea Food Co., Ter- 
reception today from Democratic minal Island, Cal., has appointed 
leaders who influence the flow of Erwin, Wasey & Co., Los Angeles, 
legislation in Congress. to handle advertising for Chicken 

On the Senate side, Sen. Olin of the Sea Inc. and White Star 
‘Johnston (D., S.C.), chairman of| Canning Co. 
the Senate post office committee, Brisacher, Wheeler & Staff, San 
said there would not be any action Francisco, formerly handled the 
|in his committee until the House! accounts. 

/has passed a bill. On the House) 

side, Majority Leader John W. ‘Scientific American’ Up 24.4% 
_McCormack (D., Mass.) reiterated) In reporting last week that 
|earlier statements that Democrats Scientific American’s advertising 
will not support an increase in the revenue rose from $938,393 in 


A BILLION DOLLAR 


MARKET 


This is the billion dollar Magic Empire . . . 


oil-rich, water-rich, and 


power. 
without it—and at the 


loaded with buying 


You just can’t cover the Southwest 


heart of this Magic 


Empire you'll find the richest pay zone of all: 


metropolitan Tulsa. Here 278,400 people share 
an effective buying income of $497,000,000.00. 
$359.00 per family above the national average. 


Are you getting your 


share of this billion 


dollar market? You can, when you tell your 
story in the Tulsa World and the Tulsa Tribune 
—preferred reading of 161,386 residents of the 


fabulous Magic Empire. 


FT 
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THE BRANHAM 


+ 


ULSLA. 


| 3¢ letter rate. 

The proposal for higher postal 
|rates is of particular importance) 
this year because it is supposed to 
provide $350,000,000 of the $400,- 
| 000,000 surplus which the admin- 
istration visualizes in its budget 
for the fiscal year 1957. 


|® The President’s budget forecast | 


predicts a $440,000,000 deficit for | 
|the department in the fiscal year) 
ending June 30, 1956, compared| 
with a $362,000,000 deficit for the) 
| preceding year. 
| The President estimated the def-| 
icit will climb to $470,000,000 in 
‘fiscal year 1957 unless rates are| 
adjusted. 

In the text of his message, the 
President heavily emphasized his, 


1954 to $1,167,501 in 1955, AA 
inadvertently listed the gain as 
8%. Actually the 1955 figures 
represent a gain of 24.4% over 
1954. In addition, Scientific Amer- 
ican reports that advertising rev- 
enue for its current January issue 
represents an increase of 89.3% 
over January, 1955. 


IGA Buys ‘Popcorn Theater’ 
The “Popcorn Theater,” an 
hour children’s show featuring 
Poppo the clown, has been sold to 
the Independent Grocers Assn., 
Chicago, for airing in 17 markets. 
Other markets also are under con- 
sideration for this series, which 


| was especially produced by Guild 


Films for the grocery trade. Reach, 
Yates & Mattoon is the agency. 


Co., says: “We are using 


IY] 


A typical WRCA 3-sheet poster 


MAX £. BUCK, Dir. of Advertising, Promotion and Merchandising, 
WRCA and WRCA-TV, key stations of the National Broadcasting 


three-sheet posters throughout TDI 


COMMUTER-LAND (200 suburban stations and 24 important rail, 
air and bus terminals) to announce WRCA’S NEW MORNING 
RADIO SERVICE “PULSE” to the millions of responsive affluent 


commuters and travellers . . 
portant 7 out of every 10 advertising executives who commute.” 


TRANSPORTATION DISPLAYS, INC. 
GRAND CENTRAL TERMINAL BLDG. * NEW YORK 17+ MU 6-3456 
STATION POSTERS & DIORAMAS + CAR CARDS + TIMETABLES 
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The advertising importance of a magazine can be 


measured by the company it keeps. Going into 
1956, TV GUIDE is looking forward to the company 


of such national advertisers as these: 


PREVIEW 


of a Big Year... 


American Home Products Corporation 
American Telephone and Telegraph Company 
American Tobacco Company 

Aluminum Company of America 

Borden Company 

Chrysler Corporation 

Dodge Division, Chrysler Corporation 

Ford Motor Company 

General Electric Company 

General Electric Company, Electronics Division 
Hallmark Cards, Inc. 

Lewis Howe Company 

Liggett & Myers Tobacco Company 

P. R. Mallory & Co., Inc. 

Miles Laboratories, Inc. 
Oldsmobile Division, General Motors Corporation 
Pontiac Motor Division, General Motors Corporation 

Quaker Oats Company 

Radio Corporation of America 

Radio Corporation of America, Household Appliance Division 
Radio Corporation of America, Tube Division 

R. J. Reynolds Tobacco Company 

Rheingold Beer 

Seagram Distillers Co. 

Tampax, Inc. 


Lawrence Welk: TV’s Newest Sensation 


LOCAL PROGRAM LISTINGS is 
WEEK OF JANUARY 21-27 


be 


Texas Company 

U. S. Steel Corporation 
Webster Electric Company 
Whitehall Pharmacal Company 


* 


America’s Television Magazine 
Now over 3,900,000 circulation 


National Advertising Office Advertising Offices in 28 Cities Including: 


400 N. Broad St. NEW YORK CHICAGO DETROIT 
Phila. 1, Pa. 10 Rockefeller Plaza 6 N. Michigan Ave. 76 W. Adams Ave. 
Rittenhouse 6-1600 JUdson 6-4300 RAndolph 6-9470 WOodward 2-5115 
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Sloan to Botsford, Constantine 

Botsford, Constantine & Gard- 
ner, San Francisco, has named Le- 
roy H. Sloan, formerly with Bu- 
chanan & Co., San Francisco, a 
copy and contact executive. 


SimPsSON-REILLY, LTD. 


‘Supermarkets Grow 
in Number, Share 
of Market: Mueller 


ATLANTIC City, Jan. 17—Predict- 
ing that supermarkets will con- 
tinue to increase in number and in 
share of markets, Robert W. Muel- 
ller, editor of Progressive Grocer, 
|told the National Food Brokers’ 
Assn. here yesterday that “there 
should be at least 25,000 super- 
markets in 1960.” 

At the start of 1955, Mr. Mueller 


aad nee ee ea ad 


Lif You sell the 


BIG, GROWING CHURCH MARKET 


ee ‘Seay! 


MOODY MONTHLY 820N 


it will pay you to ‘put the 
powerful influence of 


BIG, GROWING MOODY MONTHLY 


behind your advertising and sales program! 
Write for your sample copy and rate card today. 


Chicago 10, Illinois 


LaSalle Street - 


said, “there were 21,440 supermar- 
kets divided about equally in num- | 
ber between chains and independ-| 
ents. They account for 53.5% of| 
total food market sales. 

“There were 67,400 superettes, 
most of them independent, and 
they did nearly 30% of total sales. | 
They, with supermarkets, make up | 
24% of the number of stores and) 
do over 82% of total sales. 

“These two blocks of stores, in 
the opinion of most marketing 
men,” Mr. Mueller said, “represent 
a basic distribution coverage if a 
manufacturer is to get full value 
from his consumer advertising 
dollar, and if he is to make his 
product available to the American 
shopping public.” 


® Commenting on food sales, Mr. 
Mueller said “the food business 
has never been better. Sales in 
grocery and combination stores in 
1955 exceeded $39 billion, a gain 
of approximately 6% over 1954.” 
Pointing out that the entire su- 
permarket bloc has shown amazing 
growth from 4.4% of U.S. grocery 
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store volume in 1939 to over 82% 
of total sales in 1955, Mr. Mueller 
noted “one segment of the industry 
|that deserves special attention— 
| —local supermarket operators, op- 
| erating one to ten stores. 

“These operators,” he said, “are 
growing faster in number and in 
| share of total food store sales than 
any other group in food retailing. 
In the two-year period 1953-1955, 
| the number of locally operated su- 
|permarkets increased from an es-| 
| timated 7,000 in 1953 to 10,300 in) 
| 1955, a gain of 3,300. This gain in| 
number of supermarkets is more 
than double the gain in number of 
chain supermarkets,” he said. 


® Speaking about the trend to pri- 
vate brands, Mr. Mueller said he 
believed the trend will gain mo- 
mentum. He cited examples where 
a controlled brand of margarine 
achieved 70% of sales in one chain, 
a controlled brand of salad dress- 
ing had 76% of the sales in an- 
other chain, and controlled brands 
of orange juice enjoyed 87% and 
72% respectively in two chains. 

“This illustrates,” Mr. Mueller 
said, “that consumer advertising 
must be supported by strong in- 
store assistance and dealer good 
will if a national brand is to ap- 
proach its potential sales volume.” 

A supermarket, Mr. Mueller said, 
“achieves volume by carrying 
|thousands of items and moving 
only relatively small quantities of 
| each. Nearly 80% of the total num- 
|ber of items handled in grocery 
and frozen foods sell at a rate of 
less than one case of 24s per week,” 
he said. “And less than 1% of the 
| items move at a rate of more than 
ten cases per supermarket per 
week. The average sales per item 
in the average supermarket,” Mr. 
Mueller said, “is about nine units 
per week.” 


® Analyzing this information in 
terms of manufacturers’ and brok- 
ers’ merchandising efforts, Mr. 
Mueller said, ““Maybe we’re on the 
wrong track in trying to develop 
gigantic merchandising plans. It 
might be better to spend more time 
working out ideas that would in- 
crease sales from, say, the present 
12 packages per week to 15 or 16 
packages. A gain like this might be 


more easily achieved, and while it 
might seem unimportant on a sin- 
gle store basis, it could bring a 


| whopping 25% increase in brand} 


sales if applied in many stores.” 


Irate Admen Launch 
Gripe Competition 
for Late Commuters 


WEstTporT, Conn., Jan. 17—Irate 
over shortcomings in the service 
provided by the New York, New 
Haven & Hartford Railroad, ad- 
vertising and public relations ex- 
ecutives among the road’s Con- 
necticut-based commuters have 
come forth with a novel competi- 
tion. 

The contest offers $50 as first 
prize; as consolation prize, one 
share of stock in the railroad. All 
that’s required is to write the best 
letter, slogan, cartoon or advertise- 
ment about how you, as a New 
Haven commuter, feel about the 
railroad. 

The sponsors (and judges) are 
four advertising and pr executives 
who happen to be Manhattan- 
bound commuters themselves. 
They are: John Orr Young, co- 
founder of Young & Rubicam: 
Douglas Boyd, vp, D’Arcy Adver- 
tising; Joseph Leopold, vp of Sul- 
livan, Stauffer, Colwell & Bayles, 
and Bob Foreman, vp of Batten, 
Barton, Durstine & Osborn. 


® Possibly fearing that too many 
of the 30,000 daily commuters on 
the New Haven might enter, the 
sponsors are limiting the contest 
to commuters—and their wives— 
who live in the southwestern Con- 
necticut communities of Westport, 
Green’s Farms, Southport and 
Fairfield. 

A contestant might begin, the 
judges say helpfully, with some 
such phrases as: 

“We're thinking of moving back 
to Long Island because. . . ,” or, 
“When I arrived at my office a 
few minutes before lunch, my 
re 

Entries, they add, should be sent 
to the sponsors, care of the West- 
port Town Crier & Herald, West- 
port, Conn. 


Zotox Moves Two to Dowd 
Zotox Pharmacal Co., Stamford, 
Conn., has consolidated its adver- 
tising with Dowd, Redfield & 
Johnstone, New York. Dowd al- 
ready handles Zotox (for poison 
ivy) and Hydrotox (for athlete’s 
foot). It will now take over from 
Erwin, Wasey & Co. Triocin (for 
jacne) and Triocin blue foam (a 
soap packaged in a tube). 


Advertising Age, January 23, 1956 
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20 whole states! 


THE BUFFALO MARKET — 


*) MORE IMPORTANT 


env monte anc weit lg 


THAN 


JMANY WHOLE STATES! 


The 8-County Buffalo Market’s 1,536,000 population 
is greater than that of 16 entire states. 1953 retail sales 
of almost 2 billion dollars totalled more than those in 


To sell this market most economically, use the Morn- 
ing Courier Express, reaching nearly 1/3 of the 463,400 
families throughout the 8 counties. To reach nearly all 


of them, use the Sunday Courier-Express, the State’s 


largest newspaper outside of Manhattan. 


ROP COLOR 


available both daily and Sunday. 


BUFFALO COURIER-EXPRESS 
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It depends on which magazine you 
mean. Some are flipped through at 
the office. Others are scanned and 
left on the train. 

But you almost never see any- 
one leave a copy of the Post be- 
hind. It goes home—where the rest 
of the family can read it. And it 
stays there. It gets read and reread. 

And. that’s the outstanding qual- 
ity of The Saturday Evening Post. 
It is read longer and remembered 
better than any other weekly 


magazine. This may explain why 
it leads its nearest competitor by 
50% in newsstand sales —and why 
its total circulation and advertising 
revenue are both at all-time highs. 


The Post gets to the heart of 
America. 


ame 


NEWSSTAND SALES 
Audit Bureau of Circulations 
January 1—June 30, 1955 
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Gen. Ridgway has just dropped 
a blockbuster on Washington!” 


J 


who’s right and who’s wrong, but I'll 
bet the next noise you hear will be a 
barrage of big guns from Washington!”’ 


LEE WHITE, Vice President and Account Supervisor, Biow, Beirn, Toigo, 
_ N.Y., previews “My Battles in War and Peace” from this week's Post. 


“You've probably heard rumblings 
about Ridgway’s disagreements with 
the Secretary of Defense. This week 
it becomes a full-fledged blast! The 
retired Chief of Staff says all the 
things he couldn’t say when he was 
in the Pentagon. It’s hard to judge 


In all, 8 articles, 4 short stories, 2 serials, 
and many special features in the Jan. 
21 issue of The Saturday Evening Post. 


Bl ae pO ite. six Te ed ae Pe Scud) i coer i re $e a=? oe ea a  ?. ae rs -— lL pee Se aha ae sc ae 
i ee Pe a er 3 i 2 ee i epee (a Pipe < Beil i a SO OO ie a a Se ke ae nly Gia! ni” 1 | NSS sei ae 4 vs 
=e ee ee See ve Cs rn ee oe. ae ene. 
t eee ae ia Ee i jog eS ee Ce +3 ae Se i an 72 <n aw ee 6 a a =. on Bb a <7 : ae ae ot ee ee 
. . : : oo 
- af 
W h h I ft I | V h d | 
at appens toa magazine after It leaves the newsstan Q ‘ 
rib ise i 
. ieee: ce ER : 
=. oe we eae 4 
ft Ss aa ae 
+ Seg ins. vy: ¢ 
TNs 28 : 
os, all Al wy 
a 4 ‘ : 
Pee { 2 
*. hi & ’ 
‘a P -g* ™ Se ee ae : ae : 
a} ~ - oe “ “Saat eid. a3 
y a / , | ; as 4 << 
Nd ‘A a : : 
. a Fs Ay of os % ey 
4 } y - nad Ns P ies 
, j i ; , &. = 3 e = a 2 3 
ke i rm : i cin A p. “ae . 5 : 
Cl P 4 ee” ees i s 
“aa ” eo 6 ae j “~ > £ re y; ny wa ‘ 
eal tila a a why OK BS. Se ee KS ja 
oe oe eee . a pad <*ve® & eo R ‘yy Bx in Ee § we . 
is Me ait P ot a .§ p a 1 ae "7 
~.- a ; a #',¢ * fa ; * | Rat - . ge S te 
are _ vg ; < oo Ms . -y se ie es Lite k : oe me 5 
: aie Ee an —- gs: i os RS = * 
ie f weg Te : 7 ok 1 ae Ay, xu ” » wads” 
aca fe x ' st - y- x Lt as : rea . ‘ bhe* E 
Pe —— ed / a) te >} . =a % tag ts 
esi ae i \ 4 NS ie a ‘i ie 
= ie :, - , 7 4 : Y aa. : . ° ) Fie : si , bs 8 ei, 6 + 
! - : 3 ‘ y ; x fe a t } ie: 3) Bee + J, aes , : 
“3 ie . q Ee See ee TE 
‘% 2 f a fe © a See ae ; ol *% 52 y brie ; 
» 5 4 ‘ *» a ae Stee J. ae ‘ } = Say he ‘ 
A ——-. lf a i ae SS = 7 m 
agi - y 4 ; b et ut hy ‘ “a er Ne -~. ff ~~ i, 
bi i Ce esr ae ea . Lay ‘Aa ; me é 
| > —————— coe 
; 6 eS... 7 te Sy Fie eee Meche. ae q i 
: . gat : as . P i b Res Be TS aoe Se ee Soe 3 
bese Pa ie << 4 Er eos, by : : 
4 ~G : as - te mae: 7 “ A. a % ee i - 8 i? ae F et # per = ae oa 
. — ri re. aie: fe 3 Je? j 4 fags > Ms Res. Oe ft Paae > 1S es Bs S58 ¢ / 
A ———e és fede eee — r 
cage ee a Tas ie e as Phe x ei wa ee Xs, ts Sage 7S 7 . ‘i: 
- = weer a bg 3 i os Peer Pol ig Pee | a ae — 
ae) eee | eee. cs 5 ae : SS eataa <a: : ‘ 
’ Fs oe “ ah ho. i oe @ . Sa 2 A Ter 5 of ites Piet ay; : G 4 ~ 
Te a . ae ee, ac es: A b PE al ae ee a, Dy A! a 
‘ ‘ Ce | er ‘iy c memeg Aer oo Be re 
jf a ’ : eee, Ls age 3 ® .: : , «FOE og SERIES tl Ege See nt? 
tii F i ae Ge 3: a ; SS ae Pye NE OE a a, ‘ 
y eon Pie aa ae ats “f a ee fea a of ie ; 
Pa ie. <a 7 ey a ee ie . 
tg Si a Pay — ae ean ae m < 
as vie yp RP ee a \ ia 
Be hea fe a 3  — er 4 a au 
: 4‘ aE Le nite oe Nighy : i ; 
2 " ms et 5 A i. ret ¥ i 7 an La # - *. ¢ 7 Py a 
tal F 2 a “ a ‘ ‘eo 
CS ~ ey I ‘ “ae ot “A %, 
4 -_~ = i ee / 
a 1 po ee os -/ ang 2 ce ca 7 ‘ | Jiieeeel 
‘ | :.. ac. o | : 
ea £2 a ~. j > ae ae aes Sk, 4 | fe 
— a hs. - z 7 A oF <i e Pe — B is 
‘ re ~ ~~ Bs ik eee ee : E.-* 3: { Me Pe s° 
) | i Fr , ge fie 5 | ‘ 
“ i ‘ j se Bien te i.e - ih z 
; ee os 3 —- Pie Ss Fe: - al 
5 ee —- : ae ; mr, ge dee ee) ae a 4 : 
?. hah! Fe RU te 4 aE gs 5 \ is 
gl : , ne Te a ~ > - 
cay a : J . spices ote < ‘a 7 ie Bee, & 
pe 4 =_ - f Seviee = aie 3 ae % ( 
wf a a * BS Se Ml namie gs : — § Y 
4 a ea eg Se ears ee as is :.. ae ‘ 
7 % : a. - Ee * 
— uy yes ‘ s : Serie tis * ; atti ae “a pe 
u ar: ay a ae? ic Pe ee in Or eee Lane i 
2, ae fo) ae a Re ree re { i ees he { ay Pe : 7 
: _ Ee jc & ere So] * 4 Lena [23 cid i Pte ‘ 4 
——— lc tC he el “. . j k Ree ; oa 3 as i oe ; 
ea ee i ee ie q , 9 : ee °c. ee : :) - e 
_ - ne, ae os al ae : : a ; 3 coo he, i” % hk i ; 
ae ON ea 5 f = ae ' et be , i : oa . =? i | a4 
E Bo ‘3 43 oe Zz : 7 a. ee as e ea "a a, a es te 0 1 + 
~<a eee East ad c : a ; [aaa : i ee ; * POST . 
Se | . oo : % | | 
Si. ON , Re vis . 1 : _ : j : 
“at y * . : A \ “ . ore oy 
Pa, - oe. The Saino « ab Slee? aa ee ae s 
ay : : 4 pete: rte as at 
‘ m tm, T Rey nt Be Owe ae 
: A Ye we Stary } as 
‘ mS = Wan antes nm} 
- ® © PE, j 
“ es ‘ Gen. Morr. Ce 
ae - : J ‘aa t ©. Ridge, fh 
z ig P * — ’ 
—< i“ . * 
ss ae. - ee ed 
a aes “ r- j, ; nat . 
| ale thin BP) , Fe ci a © all 4 VES Bey ae | 
Cape fe ee oa eS dotep mF tinter. Were d ~~ - zz. q : 
Re oe ‘ ra P MOT bor te ™ Zz a 
% id ’ a i; any > Deir. a r 
he RD Sal e 4 F thing till thy. Prir > a SE = 
a ee Ee sure je Whiday ed ;* V4 Ry 
a. an \i eS Pitan Cy Fe py ae ‘ 
¥ : ea cs ee ft a - Z Very Lit WOuld bye ‘ is e 25 : 
: ‘ LAG y ss te & Phin p PAs « tz ORS Ke 
: ae a a ee wo 7 ’ a _ me Ve of - +2 3 
5 caeee _- 9 2 | o> “ pee aa : . 
4 ee t a ay eee ic = 3 - } & ~ E ¥ 
- saute a all Pie "a P ¥ 2 aA * 
mS Ki . .. > a © ¥, 
: . OF tay i —. > 4 3 ye) “e 
“ ey te Pes 0 € tm re “a 4 - > ms i % TP. 
3 — _ ~ = 4 es i ge s £ PETES ; 
€ 
z ~— 5 4 ae i oe 
7 ——e — : (ee se ae | i eae poe: >. 4 es * an c a Woe aed hs ¥ 
n> - «i ee Oe) ary. Feat wee | 7 io bs «ale ft es ‘ae — lowe, & es . iL vend a va 


Strauss 
UP FROM $100—Lawrence Valenstein becomes the first chairman 


of the board of directors and of 


Valenstein 


Fatt 


the executive committee of Grey 


Advertising Agency, New York, which he founded in 1917 with a 
borrowed $100. Arthur C. Fatt, formerly exec vp, becomes presi- 
dent, and Herbert D. Strauss, formerly vp, becomes exec vp. Not 
shown in the picture but also members of the agency’s executive 
committee are Alfred L. Hollender and Edmund R. Richer. In ad- 


dition, Grey has elected Norman 


J. J. Berger secretary and Ralph 


Froelich a vp. 


Martineau Criticizes 
AA for ‘Claque’ of 
‘Sell’ Ads Supporters 


Cricaco, Jan. 19—Pierre Mar- 
tineau, director of research of the 
Chicago Tribune, who for years 
has been breathing fire over the 
inadequacies of the “salesmanship 
in print” philosophy of advertis- 
ing, today blasted at ApvERTISING 
Ace for keeping a “claque” of sup- 
porters of the “old school” of 
thought. 

Mr. Martineau, who spoke at a 
luncheon of the Chicago Federated 
Advertising Clubs, referred to AA’s 
feature columnists, such as Jim 
Woolf, Clyde Bedell and the Crea- 
tive Man. 

“For years advertising theory 
has been completely dominated by | 
the Hopkins school] stressing the 
importance of telling product 
benefits,” he said. “This appeal is 
in theory entirely directed to the 
consumer’s economic motives. Ap- 
VERTISING AcE has gathered a 
claque of people from this school 
to hammer away each and every 
week at any departure from their 
sacred principles.” 


® Mr. Martineau said there are 
three fallacies in this group’s 
thinking. The first is that they 
think advertising principles are 
immutable. Secondly, they think 


Newsprint Price 
Complaints Hit 
as ‘Cheap, Easy’ 


(Continued from Page 1) 
cent price advances in newsprint, 
May cause some producers to turn 


from newsprint to other forms of | 


pulp and paper production, Mr. 
Fowler took sharp exception to 
current criticisms. 


® “Newsprint is a politically ex- 
plosive commodity,” he said. “The 
easiest way for an American con- 
gressman to get his name into 
American newspapers is to make 
some statement—any statement— 
about newsprint. 

“There is a certain cheap and 
easy appeal in proposals to make 
the U.S. (which gets about 80% of 
its newsprint from Canada) more 
self-sufficient and independent of 
foreign suppliers.” 

Mr. Fowler also criticized Cana- 
dians who continually talk about 
building up secondary industries. 
This would lead to disaster, he said, 
if it led to restrictions on Canadian 
primary production. 

“For the Canadian economy as a 
whole,” he said, “it is the develop- 
ment of our great primary indus- 


people are the same today as in 
the ’20s when their advertising- 
selling principles were formed. | 
And third, he said that the old | 
school of thought is wrong in its 
idea about how to communicate 
with people effectively. 

He went on to outline his own | 


tries that provides, and must con- 
tinue to provide, the basis of our 
prosperity and growth.” 


Hartford Club Affiliates 
The Hartford Advertising Club 
has been accepted as an affiliated 


member of the Advertising Feder- | 


‘Reynolds, Retiring 
from Standard Oil, 


Reviews PR Changes 


| Cutcaco, Jan. 19—Public rela- 
tions will lose one of its pioneer 
practitioners Feb. 1 when Conger 
Reynolds retires as director of pr 
for Standard Oil Co. (Indiana), 
|a post he has held for 26 years. 
|Mr. Reynolds will become chief 


| of the office of private cooperation | 


lof the U. S. Information Agency, 
| Washington. 

Don Campbell, now assistant di- 
| rector, will assume Mr. Reynolds’ 
sys Other changes in the 35-man 


pr operation at Standard Oil in- 
|volve the appointment of James 
M. Patterson, an assistant director, 
as director of field services; ap- 
pointment of assistant director 
John Canning as director of in- 
formation services, and appoint- 
ment of Robert Siebert, copy chief, 
as editorial director. 


® Conger Reynolds followed grad- 
uation at the University of Iowa 
with a stint as a reporter and 


Register and Leader. He returned 
to his alma mater in 1915 as di- 
rector of journalism and publicity, 
and then served during World War 
I as a press officer on the staff | 
of GHQ with the AEF in France. | 


editor of the Paris edition of the | 
Chicago Tribune, and from 1922 
to 1929 was a career foreign serv- 
ice officer in consular offices in 
Halifax and Stuttgart. He joined 
Standard Oil in 1929. 


® By “reaching out and taking 
some fellows who had pr as one 
of their functions,” Mr. Reynolds 
told ADVERTISING AGE, “a small 
group of us, including men like 
Ralph MacManus of Armour and 
Jim Bulger of the Chicago Motor 
Club, got together a group of 12 
or 15 men and formed the Public 
Relations Clinic in Chicago in the 
early ’*30s—one of the first pr or- 
ganizations in the country. Now 
the Public Relations Society of 
America has about 2,000 members 
—an indication in itself of the 
growth of the business.” 

The biggest change in the use 
of public relations in the quarter 
century of his experience has 
come in the development of a pos- 
itive, rather than a defensive ap- 
proach, Mr. Reynolds said. 

“When I started in this busi- 
ness,” he said, “the emphasis was 
all on getting ‘publicity’ in the 
newspapers—get the company’s 
name in the papers. Now there is 
the more sensible approach of 
‘Let’s do good and tell the world 
about it.’ 


ideas (reported many times in the | ation of America, New York. El- 
pages of AA), the gist of which liott J. Barnett, advertising man- 
is that people do not buy logic-|ager of the Hartford Times, is 


special writer on the Des Moines | 
'go begging,” he says, “because we | 4t the customs house here and ran 


Best because theyre fresh 


nd 2 Deko Ory Change Battery 6 atenys few wher yor buy 


|BREAD & BATTERY—Delco stresses 

“freshness” in this Saturday Eve- 

ning Post page, scheduled for Feb. 

|4. Campbell-Ewald Co., Detroit, is 
the agency. 


stood. As for television, Mr. Rey- 
nolds feels that the pr opportuni- 
| ties are “wonderful,” but that they 
|are not being well exploited. 

“Very often real opportunities 


haven’t yet developed our own 
people to the point where they are 
able or willing to take advantage 
of them. 


After the war he was managing |® “We have also learned the tre- | 


mendous value of person-to-per- 
son communication,” Mr. Reynolds 
said, “and the great importance of 
transmitting information to people. 


|Surveys show that people who 


have no information and no opin- 


are almost always more likely to 
seize on an unfavorable rather 
than a favorable opinion. So 
business has learned the great 
importance of keeping people—and 
especially its own workers—in- 
formed. 

“Then when someone raises a 
point, they can provide informa- 
tion and get it straight, instead 
of leaving an ‘open hole’ in the 
inquirer’s head.” 

The ability to communicate is 
so important that Mr. Reynolds 
says, “I believe a leader of busi- 
ness in this age has to be an 
articulate man—he can do infin- 
itely more for his company if he is 
accomplished in the communica- 
tions arts.” 


= Mr. Reynolds is_ especially 
eager to get at his new job with 
the U. S. Information Agency, 
where, as director of the office 
of private cooperation, he will be 
charged with encouraging private 
business, as well as individuals 
in the U.S., is to do a better 
and larger job of communicating 
with people in foreign countries. 
“The idea,” he says, “is to try 


ion are in a dangerous state—they | 


Advertising Age, January 23, 1956 


Babcock Testifies 
as ‘Farm Journal’ 


Resumes Defense 


PHILADELPHIA, Jan. 20—Richard 
Babcock, president of Farm Jour- 
nal Inc., will take the stand today 
at a Federal Trade Commission 
hearing here on charges of monop- 
oly in its absorption last Septem- 
ber of Better Farming’s circulation. 

This will mark the start of a 
major phase in Farm Journal’s 
defense and in the hearings them- 
selves. Just how long Mr. Babcock 
will testify is not known. Dana 
Fernald, his assistant, who was 
questioned at length by the gov- 
ernment early in the proceedings, 
|may return to discuss mechanical 
and physical aspects. 
| The FTC is charging that Farm 
Journal’s acquisition of Better 
Farming from Curtis Publishing 
Co. is a violation of the anti-trust 
\laws and amounts to getting a 
|monopoly of the farm magazine 
field. Farm Journal has denied 


is. 


e The hearings began last Oct. 30 


'through Nov. 4. They were then 
recessed until Dec. 5. On Dec. 6 a 
Farm Journal motion for dismissal 
was rejected, and FTC ended its 
part of the hearings. 

On Dec. 19 Farm Journal began 
its defense and questioned Robert 
E. MacNeal, president of Curtis, at 
length, in order to bring out the 
\fact that Curtis could no longer 
continue to publish Better Farm- 
ing because of heavy losses. 

If Curtis had continued with 
Better Farming through 1955, he 
testified, the losses might have 
gone as high as $3,750,000. The 
bulk of the heavy losses, which 
|extended annually back as far as 
/1948, involved mechanical prob- 
lems, the costs of producing re- 
gional editions and circulation pro- 
/curement. 

Mr. Babcock is expected to de- 
|scribe Farm Journal’s part in the 
|merger plans and to refute many 
of the government’s arguments. 


‘Farm Journal’ and 
‘Town Journal’ Will 
Split Up Editions 


PHILADELPHIA, Jan. 20—Farm 
Journal and Town Journal will 
|publish two new regional editions 
| beginning with their April issues. 
| The editions, called the central 
and the eastern, actually amount 
to a split-up of the present central- 
|east edition, which covers 24 states. 
The central edition will serve 
12 states, including Ohio, Michi- 
ee, Indiana, Illinois, Wisconsin, 
Minnesota, Iowa, Missouri, North 


8 “After all, public relations di- 
rectors are merely the reflection 
of their chiefs; they can’t do a 


Teally good job unless top policy | 


ally but emotionally, and ads president of the 200-member club. | in their company makes the com- | 


should stress some style or pres- 
tige aspect of the product. People | 
today live in an era of economic 
plenty, he said, and want a 
than the economic necessities. 

He urged that research and crea- 
tive people cooperate to produce 
ads directed at the consumer’s 
emotions. | 


National Telefilm Adds 30 

National Telefilm Associates, 
New York, has acquired the tv 
rights to 30 more motion picture 
films including two, “Court Mar- 
tia)” and “Stranger on the Prowl,” | i 
which are still being seen in| iy 
theaters. The group is made up of | 
United Artists and Universal-In- | REGINALD J. PERRY, an account su- 
ternational releases. pervisor with Cockfield, Brown & 
‘ , Co. for the past eight years, has 
ee Bf heey ve |been named vp and a director of 
= ee |Paul-Phelan Advertising Ltd., To- 
WE Geer) tor te |ronto. He will be in charge of the 
photolamp products. J. Walter |"¢w Quebec division of the com- 

Thompson Co. is the agency. pany, with offices in Montreal. 


|pany do a good job of relations 
| with its workers, its stockholders | 


and its customers. 

“I have always had the feeling 
that, in my capacity as public re- | 
lations director, I had to be a sort 
of conscience of the company as | 
far as the public interest is con- 
cerned—that is, it was part of my 
duty to remind the company that 
its long-range interests are best 
served if the company is operated 
in the best interests of its em- 
ployes, customers and the general 
public. Fortunately, in this spot, 


|I haven’t had much difficulty, 


because this company management 
subscribes completely to that phil- 
osophy.” 


® As far as the techniques of pub- 
lic relations are concerned, Mr. 
Reynolds feels they have changed 
greatly during his time, also. Ini- 
tially everyone concentrated on 
getting stories into print media; 


radio was new and not well under- | 


to use the multiplier principle in|and South Dakota, Nebraska and 


public relations activities that 
further American good will abroad. 
We want more Americans to write 
letters to people in foreign lands; 
we hope businesses which sell 
abroad will run occasional insti- 
tutional ads abroad for the Ameri- 
can system, and maybe enclose 
leaflets in their products. We hope 
American business will participate, 
when possible, in foreign trade 
fairs and exhibits, etc. 

“Our idea is to encourage all the 
private activities we can which 
will help us to communicate with 
people in foreign countries and 
present our system and our people 
in their true light as friendly and 
interested neighbors.” 


Robbins Co. Expands 

Richard S. Robbins Co., New 
York, merchandising and sales 
promotion agency, has formed a 
new department offering public 
relations and publicity services. 
Robert J. Flood, who recently op- 


erated his own public relations 
agency, heads the new department 


as director of public relations. 


| Kansas. The eastern edition will 
serve West Virginia, Maryland, 
Delaware, New Jersey, Pennsyl- 
vania, New York, Connecticut, 
Rhode Island, Massachusetts, Ver- 
mont, New Hampshire and Maine. 


® Guaranteed rate base circula- 
tion and b&w page rates for these 
editions will be: 

Central edition for Farm Jour- 
nal, 1,650,000, with page rate at 
$5,310; Town Journal, 860,000, page 
|rate $3,045; Countryside Unit, 2,- 
510,000, $7,937.25. 
| Eastern editions: Farm Journal, 
, 600,000, $2,340; Town Journal, 
| 410,000, $1,680; Countryside Unit, 
1,010,000, $3,819. 

Each magazine, beginning in 
April, will have four regional edi- 
tions. 


| Continental Concrete to Bloch 

H. George Bloch Advertising Co., 
|St. Louis, has been appointed to 
handle advertising for the Contin- 
ental concrete plants division of 
Continental Boiler & Sheet Iron 
Works, St. Louis. 
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the POST-GAZETTE 


was the only Pittsburgh Daily 
to set an All-Time High 
in Retail Advertising in 1955 


Again in 1955—for the fourth time in the past five years—the 
Post-Gazette was the only Pittsburgh daily newspaper to set an all- 


time record high in advertising by retail merchants. 


It happened before in 1951, 1952 and 1953. It might have hap- 
pened in 1954, too. But retail advertising declined in all newspapers 


due to the strike of department store delivery workers. 


This all-time high in retail advertising actually breaks down into 
two parts. The Post-Gazette also set the only all-time high in de- 
partment store advertising. It was the only daily to set an all-time 
high in “all other retail" advertising—that placed by such advertisers 


as food stores, clothing stores, furniture stores and many others. 


This new high in retail advertising in turn was part of the new 
high set by the Post-Gazette in total advertising in 1955—also for 
the fourth time in the past five years. 


We're proud of these new records—happy, too, that they repre- 
sent for our readers a much wider selection of all the wonderful mer- 


chandise values that are theirs when they shop in Pittsburgh. 


Something HAS happened in Pittsburgh! 


Pittsburgh Post-Gazette 


Fastest Growing Newspaper in America's Eighth Market 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
Source: Media Records 
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1999 WAS A RECORD-BREAKING 


TWENTY. 


LINES OF 


lA tai natasha ine nates tnt! teed " 


—A Gain Of 2,247,000 


—The Greatest % Gains Of Any Chicago Newspaper 


In 


TOTAL ADVERTISING 

| TOTAL DISPLAY ADVERTISING 
- TOTAL RETAIL ADVERTISING 
TOTAL CLASSIFIED ADVERTISING 


B In Chicago It Takes 2—And One Must 
Chicago's Modern 
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YEAR, WITH OVER 


MILLION | 


| ADVERTISING 


in i tt ts |: SS 


lines, or 12.6% Over 1954 


In the year just ended, The Chicago Sun-Times printed in excess of 


20,000,000 lines of advertising. This was an increase of almost two 


and one-quarter million lines over 1954, and an increase of over four 


and one-half million lines over 1949, our first full year of publication. 


We are proud of having thus increased our sphere of service to readers 


and advertisers, and begin the new year in the confident hope that 


1956 will see still greater growth on the part of Chicago’s Modern 


Family Newspaper. 


Be The CHICAGO SUN-TIMES 


Family Newspaper 
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Stability Is a Crying Need 

There can be little doubt that the entire advertising world was 
surprised last week when Revlon business moved out of the adver- 
tising agency of Norman, Craig & Kummel. The reason was that the 
two together had been making the sweetest promotional music of 
many a year with the fabulous “$64,000 Question,” and the general 
belief was that the agency deserved credit for picking up the show. 

It is a little unfair, of course, for outsiders to try to assess the rel- 
ative merits of opposing sides in a situation like this, but it is still 
true that an agency-client relationship which seemed to be doing 
beautifully has been ended. Norman B. Norman, head of the agency, 
said, “We were canned. We got 30 days’ notice after seven years on 
the account.” 

In the light of the blow-by-blow account which AA carried in 
these columns last week, Mr. Norman’s statement, although prob- 
ably technically factual, was somewhat exaggerated, because there 
seemed to be plenty of evidence for three months or more that the 
honeymoon was over. But the stark fact remains that the agency- 
client relationship which was identified with the most exciting pro- 
motional push of the year has disintegrated. 

If the Revlon-NC&K split were an exceptional and unusual one, 
there would probably be no point in discussing it. But unfortunately 
it can be assumed that it will shortly be superseded in the public 
eye by another similar one, just as the present one in turn has su- 
perseded the Pepsi-Cola-Schlitz uproar. Success on an account, as 
we have remarked before, is less and less a guarantee of account 
stability. 

In the present. case, the question of commission payments to the 
agency on talent on a package show is raised. But we doubt that 
this is the controlling reason for the split-up, since there seems no 
doubt that the agencies which were assigned the business will col- 
lect such commissions. The controlling reason, we have no doubt, 
is that usual complex of not-too-clearly-defined irritations which is 
the common, ordinary, garden variety type of reason why accounts 
change. 

And this is precisely the area in which greater stability is badly 
needed. At best, a very considerable amount of potential talent must 
be wasted, from day to day, in the normal operations of a creative 
business like this. Instability in accounts, however, creates enormous 
additional wastes. 

When something like this happens, a whole creative staff spends 
two days, or a week, or maybe longer, blowing off steam instead of 
creating anything worth while; and then the same group of creative 
people (or some similar group somewhere) spends days or weeks or 
even months “creating” plans and ideas for getting a new job or for 
taking a similar or better account away from someone else, instead 
of doing the important creative job they are supposed to do. 

Good creative talent is too scarce to be wasted in this fashion. And 
yet there seems no evidence that agency-client relationships are 
really getting more stable through the years. 


Pointless Debate 


In connection with the Detroit newspaper strike, there has been 
the usual kind of pointless debate and discussion between print and 
broadcast media men, about what the absence of newspapers did to 
business in Detroit. Broadcasters point out that Christmas business 
was good and indicate that the lack of newspapers had no appre- 
ciable effect. Newspaper spokesmen, on the other hand, have a dif- 
ferent version. 

The facts are, as everyone knows, that the people of Detroit 
missed their newspapers greatly and will be delighted to have them 
back. They would not willingly forego them; nor would they willing- 
ly forego radio or tv. These are all an essential, integral part of the 
fabric of living, and their loss is keenly felt. 


Gladys the beautiful receptionist — 


a 


“This is carrying things too far 


——Robert J. McMahon, Carrier Corp., Rochester, N. Y. 
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just to hold that beer account.” 


What They're Saying 


Middle-Aged Problem 

In general, today, we think of 
the woman of 45 to 65 years of age 
as middle-aged and reserve the 
word “older” for those over the 
age of 65. In the job market, how- 
ever, the term “older worker’ is 
frequently applied to women of 
35. Thus, a middle-aged woman 
becomes an “older woman” as 
soon as she seeks employment. At 
45, and even at 35 for some jobs, 
women seeking work find that they 
are “too old” to be considered or 
interviewed for certain job open- 
ings. So...for women...35 is 
the Rubicon. “Over 35” meets 
with resistance—at agencies— 
|sometimes followed by a “Well... 


how does she look?” 
—Excerpt from “Over 357", a report 
compiled by Kay Countryman and 
editorial staff of Adland News, organ 
of the Philadelphia Club of Advertis- 
ing Women. 


‘Packaging Practices 

Our experience with many 
“blue-chip” companies indicates 
that even among some of the larg- 
est and most successful consumer 
good companies, packaging is han- 
dled in an extremely informal way. 

In one such company that man- 
ufactures more than 30 different 
consumer products, there are: 

1. No standards for package de- 
sign. 

2. Several different methods in 
which re-packaging originates. 

3. Unexpected procedures of 
launching re-packaging work 
(sometimes starting with the prod- 
uct manager, the advertising agen- 
cy or the sales force). 

4. Unusual methods of selecting 
package designers—without speci- 
fications—on hearsay recommen- 


dation, or on suggestion of the pur- | 


| chasing department. 
5. No data whatever in sales re- 


sults from re-packaging, and state- 
ments by some of the company’s 
product managers as well as their 
research director that this “can’t 
be done.” 

6. Various, non-standardized 
|methods of pretesting re-packaging 
designs—depending on the atti- 
| tudes of particular product man- 
| agers. 

| 7. Three frequently-broken rules 
|of procedure including (a) check 
|with the legal department (b) 
check with the home economists 
“if directions on the package are 
involved” and (c) check with the 
executive committee if a radical 
change is planned. 


—Frederick L. Devereux Jr., manager, 
marketing division, Raymond Loewy 
Associates, to American Marketing 
Assn. seminar in Toronto. 


Move with the Grain 

Dispensers of psychological pat- 
ent medicine are fond of telling 
young people that if they want 
something “desperately enough,” 
they will get it. 

But, in many cases, it is the des- 
perate wanting that defeats the 
aim; and a good salesman knows 
whether he works best at the high 
pitch of intensity or the low hum 
of relaxation. 

Without self-knowledge, all ad- 
vice is useless, if not harmful. To 
accomplish his aim, everyone must 
move with the grain of his natural 
bent. Cutting across the grain is 
the surest way of inflicting a life- 
long scar on the future. 


——Sydney J. Harris, in his “Strictly 
Personal” column, Chicago Daily News. 


And I'm the King of Siam 


I read Fortune for ten years and 


| January, 1956. 


Advertising Age, January 23, 1956 


_ Rough Proofs | 


FBI chief J. Edgar Hoover 


| would like law enforcement offi- 
cers to be given a more elegant 


designation than “cop,” but if his 
crusade is to succeed, he’ll have to 


|get the cooperation of Joe Friday. 


Now that Sloan’s Liniment is 
featuring centenarians in its ad- 
vertising, the old saw can be par- 
aphrased to read, “You don’t have 
to be 100 years old to enjoy 
Sloan’s, but it helps.” 

> 
Dik Twedt says industrial ads 


don’t always supply the answers 
to such basic questions as “What's 


for sale?” and “How does it 
work?” 
Page Obvious Adams. 


Norman B. Norman, who put 
Revlon on “The $64,000 Question,” 
may possibly disagree with the 
time-honored statement,, “Nothing 
succeeds like success.” 

. 


“Commerce Department sees 
newsprint tightening up as ad vol- 
ume soars,” headlines the world’s 
greatest advertising journal. 

It sees the same thing publish- 
ers, advertisers and agencies have 
been seeing for a good many 
months now. 

. 


Elizabeth Gordon, editor of 
House Beautiful, was given an 
award by the National Wallpaper 
Wholesalers Assn., which obvious- 
ly approves efforts to keep its fa- 
vorite product from becoming a 
wallflower. 

© 


According to the news services, 
the cold spell in Florida resort 
areas hasn’t slowed up the influx 
of winter visitors. 

You just can’t beat that Arthur 
Godfrey. 

* 


The nice thing about Blondie, 
publicized by Metro as the most 
widely circulated Sunday comics 
feature, is that this charmer hasn’t 
aged a day in 25 years. 

e 


NBC says its tv spot estimator 
is “the greatest boon to time buy- 
ers since the invention of the cof- 
fee break.” 

The promotion problem is sim- 
ply to make it equally popular. 

oe 


The latest development in the 
man-bites-dog category: 

An advertiser with a $100,000 
appropriation used space in the 
classified columns of AA to locate 
an agency. 

. 


Maybe advertising isn’t such a 
funny business, but anyway it’s 
the current theme of the syndi- 
cated newspaper comics strip, 
“Abbie ’n’ Slats.” 

e 


January McCall’s has an article 
on the subject, “How to tell men 
apart.” 

The woman’s problem is to get 
one apart and keep him there. 

* 


One of the greatest crises in the 
history of television has been suc- 
cessfully passed. The managers 
have capitulated to the New York 
commission, and the Monday, 


got fed up with its frivolity . . .| wednesday and Friday box fights 


| | 
| —-Letter from former Fortune sub- j 
scriber, quoted in “Fortune At Work,” | will go on. 
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of a Newspaper’s Sales Power 


How do 
ational 
dvertisers 
ak 
hiladelphia 
eWspapers? 


First in National Advertising 


First in Retail Advertising 


First in Classified Advertising 


First in TOTAL Advertising 


Advertising Linage is the Final Measure 


TOTAL NATIONAL ADVERTISING 


GENERAL * AUTOMOTIVE * FINANCIAL : 
1955 
INQUIRER Bulletin 
8,200,000 lines 7,500,000 lines 


In 1955, The Inquirer published the largest volume of national 
advertising ever carried by any newspaper in the history of 
Philadelphia—8,200,000 lines . . . a gain of 800,000 lines over 
1954...a leadership of 700,000 lines over the 2nd newspaper. 


1955 marked the 6th consecutive year that national advertisers 
have made The Inquirer their first choice for sales in Delaware 
Valley, U.S.A. 


The Philadelphia Pngquirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. 


West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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2,000,000 wh 


Good customers. The TIME-family income is more than double the U.S. 
average. TIME readers habitually buy more for themselves and their homes 


—can easily swing several major purchases at once. 
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Influential people. Again and 
again the most important people 
in America—presidents of colleges, 
government officials, leaders of 
business, medicine, the press— 
vote TIME “the Most Important 
Magazine in America.” 
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Good citizens. The responsible, articulate men and women who read 
TIME are active in community, business and social groups—and a great 
many of them hold public office. 


eee eee eee ce eee eae | 


Travelers. TIME readers want to go and see for themselves the people 
and places they read about each week in their favorite magazine. They 
have the kind of positions that call for frequent business trips . . . the time | 
and money to take vacation trips whenever and wherever they choose. 


.».:to reach the big top of you 
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TIME, The Weekly Newsmagazine has 
just passed a milestone—an all-TIME cir- 
culation high of 2,000,000. 

But TIME’s success as an advertising 
medium rests today, as it always has, on 
more than mere numbers of readers. The 
wise advertiser does not just count noses; 


| 
| 
. 


Investors. A majority of TIME families own government bonds, and a 
great percentage own corporate stocks. 


Tomorrow’s leaders. College seniors—prime targets of company re- 
cruiting programs—vote TIME their first-choice magazine. And more than 
half of all college students read TIME regularly. 


he counts prospective customers—incomes, 
influence, habits and standards of living. 
So the key question to ask about TIME’s 
big new 2,000,000 is what sort of people 
. . . 2,000,000 who? 
All in all, they are the kind of people 
you want to sell. They are... 


Industrial buyers. The majority of TIME family heads are key men in 
business, government and the professions—men who make the decisions 
on multimillions of dollars’ worth of industrial purchases every year. 
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People interested in new ideas. TIME attracts people with a great- 
er-than-average interest in news and new ideas—the kind of people who 
are first to try new foods, new machines, new services . . . and first to 
sell them to others. 


market—now 2,000,000 
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As leaders in business and their 
community, 1,065,630 Elks (ABC Dec. 31, 
1954) rate unusually high. 49.7% own 
a business or have a profession. . . 
employ 6,265,896 people and make 
an average of 10 business trips 
annually. All are co-owners of 


1. Fi i oF The Elks Magazine, their 
profession! favorite fraternal publication. 


e) 


Largest circulation 
of any fraternal magazine! 


MAGAZINE 


New York * Detroit - Chicago - Los Angeles 


THE 
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Julia 


At Andersun & Cairns, Julia Morse is an 
eloquent spokeswoman for the woman's point 
of view. An account executive who is strictly 
aecountable for making sales for clients, a fashion 
expert who is never frivolous about fashion, Julia 
knows that beauty and the search for beauty 
are compelling factors in a woman’s life and in 
her buying. In retail stores, in promoting a 
fashion publication, in creating acceptance for 
a new textile fiber, she has demonstrated that 
good taste goes with good sales figures. Julia 
gets a big bang out of working for clients like 
Lurex, Dynel, Hadley Sweaters, International 
Silk Ass’n., Lanella, and Cranston Print Works. 
If you'd like to know more about us and how we 
can add the “woman’s angle” to your adver- 
tising, pick up the phone and ask for Julia 
Morse. The number is MUrray Hill 8-5800. 


ANDERSON & CAIRNS, INC. 
; ADVERTISING 
130 East 59th Street, New York 22, N.Y. 


Safeway Ends Its 
‘Expediency’ Use | 
of Trading Stamps 


ALBUQUERQUE, Jan. 17—Safeway | 
Stores last weekend discontinued 
distribution of its Cash Saver cou- 
pons, which it has been giving in 
New Mexico and Texas since 
Oct. 7. 

Safeway stopped using similar 
coupons in Oklahoma City and in 
Idaho in mid-November. 

With the discontinuance in New 
Mexico and Texas, the food chain 
will be out of the trading stamp 
field entirely. Safeway started 
using Cash Saver coupons last 
March to meet trading stamp com- 
|petition in areas where it appar- 
ently was most effective, and also 
as an “expediency” while state 
courts blocked the company from 
cutting cash prices to meet com- 
petition from other grocers who 
were using trading stamps. 

Safeway has been campaigning | 
against the use of trading stamps | 
for the past two years. In 1954 it is| 
alleged to have trimmed its profit | 
to fight trading stamp competition 
in several western markets. 


s Last September, Lingan A. War- 
ren retired as president of Safe-| 
way. It was believed at the time in| 
some quarters that Mr. Warren’s | 
bitter fight against trading stamps, | 
which involved the company in| 
several lawsuits, was one of the 
main reasons for his retirement. 
Since then the company’s war} 
against trading stamps has been 
noticeably curtailed. 

Currently the food chain has 
been appearing as defendant in 
federal, civil and criminal anti-| 
trust suits charging it with at-| 
tempting to monopolize the retail 
|grocery business in Texas and 
|New Mexico by selling goods below 
cost. Safeway officials have said | 
|these actions stemmed from its 
|practice of cutting prices to meet) 
trading stamp competition. 


‘Borden Offers Premium in 


Cheese Spread Promotion 

Borden Co. is offering a four- 
piece cutlery set in exchange for 
$1 and the order form enclosed in 
each 1% lb. box of process cheese 
spread. National and_ regional 
grocery trade magazines are now 
carrying ads picturing the cutlery 
and explaining the offer. Dyring 
|February, consumer advertising 
will run in Better Living, Every- 
woman’s Magazine, Family Circle 
and Woman’s Day. 

The offer will be promoted on 
Borden’s tv show, “Date with 
Life,” during the last two weeks 
of January and once each week in 
February. Young & Rubicam, New 
York, is the agency. 


‘Welch, Collins Adds Four 

| Welch, Collins & Mirabile, Bal- 
timore, has been appointed to 
handle advertising for Burtell 
Mfg. Inc., Baltimore, maker of 
Thrif-T-Tool power tools; Batt- 
ersby Corp., Philadelphia, designer 
and builder of hydraulic equip- 
ment; Western Maryland Dairy, 
| Baltimore, and Wyman Park Fed- 
/eral Savings & Loan Assn., Balti- 
more. 


_Opens Chicago Office 
| Ever Ready Label Corp., Belle- 
‘ville, N. J., and New York, has 


| opened an office at 109 N. Dear- 


born St., Chicago. Carl Manson, 
|with Ever Ready’s sales staff for | 
|the past 20 years, will head the| 
\new office as district manager. _ 


_Gavigan to Wehner 

| James J. Gavigan Co., New York 
)manufacturer of an ice cream foun- | 
| tain for home use, as well as com- 
jmercial soda fountains, has 
appointed Wehner Advertising 
Agency, Newark, N.J., to handle 
its advertising and public relations. 
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Getting Personal 


Havis Medwick, business manager of Ruthrauff & Ryan’s radio- 
tv department, will instruct a class in “business management of 
radio-tv program production” during the spring term at New York 
University ... 

Everybody is getting into the creative act at Victor A. Bennett 
Co., New York agency, including the receptionist-switchboard op- 
erator, June Barbour, who has just sold her first tv script. It’s a 
half-hour drama to be aired 
Feb. 16 on ABC’s “Star To- 
night.” But Miss Barbour’s 
not interested in any invita- 
tions to move inside to a 
copy desk—she prefers writ- 
ing on an independent basis 
in the hopes of becoming a 
full-fledged tv writer... 

Dr. George H. Gallup, di- 
rector, American Institute of 
Public Opinion, Princeton, 
N. J., has been reelected 
president of the National 
Municipal League for a third 
term. Elected members of 
the league’s governing coun- 
cil were Vernon C. Myers, 
Look publisher, and W. How- 
ard Chase, McCann-Erickson 
Whe <. 
Kiwanis Club of New York 
has elected Dr. Paul C. Olsen, 
director of market research, 
Topics Publishing Co., as 
president. Two new vps are 
Charles H. Parton, Brown 
& Bigelow vp, and James 
F. Roche, ad _ director, 
Moore McCormack Shipping 
Lines... 

Elmore E. “Kay” Kayser, 
ad manager of Krylon Inc., 
Norristown, Pa., is the new 
vice-chairman of the Youth 
Work committee of the Central Branch YMCA, Philadelphia... 

“The Gamble-eers,” extremely informal organization of former 
associates of E. Ross Gamble at Leo Burnett Co., and at Erwin, 
Wasey in the old days, who still love the guy, held their 26th an- 
nual party Jan. 6... 


ARTIST AND GUITARIST—Medal award 
winner out of 77 entries in the New 
York Art Directors Club exhibit is 
Lester Rondell, executive art di- 
rector of the Scheideler & Beck 
agency, shown here with his win- 
ning oil painting of a Haitian 
guitarist. Mr. Rondell also won an 
honorable mention with a self- 
portrait. 


JOINS THE VETERANS—Mrs. Elaine Berke (Elaine Hillard until a few 
months ago) completes ten years in the media department of Henri, 
Hurst & McDonald, Chicago, and is initiated into the agency’s Ten 
Year Club. Presenting the inscribed clock are Martin Zitz (right), 
president, and Charles Pumpian, vp in charge of media. 


When Wayne Muller, national sales manager of KBIG, Catalina, 
welcomed his new daughter on Jan. 3, he got more than he bargained 
for. The new Miss Muller was the first 1956 baby of her home town 
of Pacific Palisades and, as such, automatically inherited from the 
town merchants such handy items as a year’s diaper service, cases 
of baby food, photographs, and similar useful things. She also in- 
herited three brothers and a sister. . . 

John Brooks, president and publisher of The Register, Torrington, 
Conn., has been named to the newly-formed, nine-member Nauga- 
tuck Valley Flood Control Commission by Governor Ribicoff... 

Jervis J. Babb, chairman of the board of Lever Brothers, has ac- 
cepted the chairmanship of the commerce and industry division of 
the 1956 Red Cross campaign for members and funds. . . 

Sylvester L. “Pat” Weaver, chairman of the board of National 
Broadcasting Co., who brought the “Monitor” concept of radio pro- 
gramming to the network while serving as president, has been 
named Man of the Year in radio by 450 editors in the 14th annual 
poll conducted by Radio-Television Daily. . . 

For the eighth consecutive year, Albert Hailparn, president of 
Einson-Freeman Co., will head the graphic arts division of the 
Legal Aid Society’s fund-raising drive. Maleolm Muir Jr., executive 
editor of Newsweek, will serve as chairman of the magazines and 
newspapers division .. . 

Elizabeth Gordon, editor of House Beautiful, has received the 
Allman Award for “superb editorial recognition of wallpaper’s dec- 
orative versatility.” This is the first time it has been awarded to a 
magazine editor... 
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ADVERTISEMENT 


“Operation Home Improvement” 
Builds Bigger Building Market. 


Officially launched last Monday 
by HHFA Administrator Albert 
M. Cole, the nation-wide “Oper- 
ation Home Improvement” drive 
spotlights and adds impetus to a 
large segment of the light construc- 
tion market that has been much 
under-publicized. For years Prac- 
tical Builder has pointed out that, 
to people who know the building 
industry, it isn’t news that re- 
modeling, alterations, additions, 
etc., account for 39.2% of the total 
light construction volume annu- 
ally. And, while both Practical 
Builder and its companion publi- 
cation, Building Supply News, have 
constantly emphasized to their 
readers this lucrative source of in- 
come, it wasn’t until the last couple 
of years when new home building 
began to taper off that the indus- 
try as a whole paid just recogni- 
tion to this important market for 
material, equipment and tools. 

As many PB readers have ob- 
served, in conversation and corre- 
spondence, all the national “excite- 
ment” about an activity so basic 
to their business seems incongru- 
ous. To the average professional 
builder, “remodeling” or “modern- 
ization”—whatever you choose to 
call it—has always meant as much 
as new home building. For as many 
years as he has read Practical 
Builder, he has read about, and 
practiced, all the known methods 
for getting the business, doing the 
work, and for increasing sales and 
profits in this field. Through the 
test of time and experience, he 
knows he can believe in Practical 
Builder and what he reads in it 
about “Modernization”—or any 
phase of his business. Quite natu- 
rally, he asks PB editors, “What’s 
all the fuss about?” 

Of course, all the “Moderniza- 
tion” attention will make home- 
owners and commercial and 
industrial operators more conscious 
of remodeling or “fix-up” possibil- 
ities, and builders are bound to 
benefit. That’s why both Practical 
Builder and Building Supply News 
are taking a vital role in the na- 
tional drive. 


Building's Biggest Business 


Modernization (remodeling, ex- 
pansion and repair of existing 
structures) is a big business that 
has been with us since building be- 
gan. Those who know the indus- 
try have always had a healthy re- 
spect for its importance—and have 
profited from it. Yet as recently as 
1949 and even later, many indus- 
try economists and statisticians all 
but disregarded this huge market. 

Wherever there is an existing 
structure, whether it be a home, 
farm building, store or factory, 
there is constant need for additions, 
changes or maintenance involving 
the same materials, equipment, 
tools that are used in new con- 
struction . . . and involving the 
same builders and dealers who 
control the bulk of new light con- 
struction. 

In sizing up this vital market it 
is necessary to know, first of all, 
that “modernization” is made up 
of a large number of small pieces, 
rather than a small number of big 
pieces. This means that selling ef- 
fort must be directed at the largest 
number of builders, and the great- 
est number of individual dealer 
establishments possible. 

Secondly, it is important to real- 
ize that the huge “modernization” 
market is almost entirely controlled 
by the “average” builder and his 
dealer. These are the active, year- 
round buyers who are by far the 
most numerous, most stable and 
most profitable customers for any 
manufacturer. 


The Forces That Make It Work... 


There are natural forces that 
spark “Modernization” today— 
forces that every manufacturer 
should know and understand to 
capitalize on the full potential of 
the market. For example, there 
tre 
A Pressing Need To Upgrade 
Old Homes, and prevent deteriora- 
tion. We are a nation of old homes 
. . . 77% of America’s homes are 
more than 10 years old—50% are 
more than 30 years old. These 
homes need expansion or improve- 
ment of many kinds .. . to rectify 
inadequate plumbing, heating or 
wiring facilities, outdated kitch- 
ens, etc. 


Millions Of New Homes make 
old homes obsolete in appearance. 
Good “old” homes look out of date, 
lose value because new homes 
come into their neighborhood. As 
a result, many owners of “old” 
homes modernize rather than build 
new homes because their present 
home is structurally sound and 
they want to “stay where they are.” 

There Are Bigger Families than 
ever before. The birth rate is up, 
the death rate down. Population 
is pressing at the walls of Amer- 
ica’s homes. Our life expectancy 
has increased from 50.2 to 68.5 


| years since 1900. 37 million babies 


have been born since the war, and 
most of them will reach marriage 
age within the next decade. 
“Trade-Ins” Need Renovation 
for fast, profitable resale. Seedy 
old relics, although structurally 
sound, have little appeal. The trend 
to take such houses as trade-in on 
new homes has taught builders 


ADVERTISEMENT 


how to condition them for sale and 
profit. 

New Home “Built-Ins” appeal 
to owners of old homes. Owners 
of millions of older homes who are 
completely satisfied with their 
home in most ways, see features 
in new homes they want to adapt. 
Builders and dealers are turning 
this factor into big business. 

New Housing Is Not Enough— 
there are nearly 50 old houses to 
every new start. To adequately 
house America today, the record 
number of new homes we’ve been 
building are a “drop in the bucket.” 
For example, in 1954 the 1,215,500 
new starts were only 2.6% of total 
existing homes. 

It’s An Endless Business—the 
more we grow the more we build, 
the more we remodel. Each gener- 
ation, our homes will need re- 
modeling. Like washing windows 
in a skyscraper, there’s no end to 
the job. Even if buildings did not 


need expansion, maintenance and 
repair, our rapid technological 
advances outdate homes in a dec- 
ade. The more we build, the more 
remodeling business there will be. 

Modernization Is Contagious: its 
growth mushrooms. Anything one 
owner does to remodel his home 
or place of business, inside or out- 
side, quickly manifests itself on 


the rest of the neighborhood. Build- 
ers and dealers who are most suc- 
|cessful in remodeling work say 
|that the first thing they did to 
|“start” the ball roiling’ was re- 
model their own house or place of 
business. 

Several additional “Forces That 
Make Modernization Building’s 
| Biggest Business” are described in 
a new Practical Builder brochure, 
which is available without cost to 
any interested manufacturer or 
advertising agency. Write Red Let- 
ter Editor, Practical Builder, 5 
South Wabash, Chicago 3. 


tes Practical Builder a great 


in its editorial pages. 
ansmitted to its 


You can’t measure it with 


industry 


thing that money can’t buy: 
enjoys with its readers ...prestige 


You won't find it in Standard 


© INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3. Also publishers of 
Building Supply News and other leading building industry magazines. 
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Poster designed by McCann Erickson, Inc. 


“SEE-POWER” 


EVERETT M. RUNYON, General Advertising =a 
and Promotion Manager a 
California Packing Corp., says: = 


“For many years, we have been consistent users of Outdoor Advertising to 
sell Del Monte canned fruits, vegetables and other foods. The medium has 
been especially helpful to us where we have wished to parallel some particular 
distribution pattern. The repetitive effect of giant reproductions of Del Monte 
products, in full natural color, develops valuable local impact at the store level.” 


“SEE-POWER” MEANS SALES-POWER 
Proved principle: people must see your message if your message is to sell. T.A.B.* 
studies show that in a typical market area 93% of people see OUTDOOR... for an 
average of 22 times per month. POLITZ studies prove average exposure is a solid 
32 seconds. And readership . . . please remember it’s so easy to read all of a poster! 


*Traffic Audit Bureau 


=k Aya 


- * 
| > J OUTDOOR ADVERTISING INCORPORATED 
& 
Go Buy! A 4 NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM i 
f 60 EAST 42nd STREET, NEW YORK 17,N. Y. vee 


ATLANTA + BOSTON + CHICAGO «+ DETROIT + HOUSTON + LOS ANGELES % 
PHILADELPHIA «+ ST. LOUIS « SAN FRANCISCO «+ SEATTLE ne 


Piaoied Sheed em ’ Siu. Pp GabetS toaaket oat Copyright 1956 Outdoor Advertising Inc. 
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Assn. of BBBs 


Says ‘Promoters’ | 
| 


Are UsingltsName | 


New Yor«t, Jan. 17—The Assn.) 
of Better Business Bureaus warns | 
against an “increasing number of | 
questionable operations which are 
usurping the better business bu- 
reau name.” 

In a special release to 75,000 
member companies of better busi- 
ness bureaus in the U.S. and Can- 
ada, Victor H. Nyborg, president 
of the association, said, “There is 
urgent need for guarding against 
individuals and _ organizations 
which are attempting to trade on 
the high public acceptance of rec- 
ognized better business bureaus.” 

The association has evidence, he 
said, of promoters, particularly in 
cities without bureaus, using the 
BBB name for exploitation. One of 
the dangers, he said, is that reput- 
able companies are misled into en- 
dorsing or approving questionable 
products or services. 

A long standing policy of better 
business bureaus, Mr. Nyborg said, 
prohibits any endorsements. 


= The BBB name and seal, regis- 
tered with the U.S. Patent Office, 
he said, legally may be used only 
by accredited members of the Assn. 
of Better Business Bureaus. Mem- 
bers must conform to criteria es- 
tablished by the association before 
they can join, he said. 

Mr. Nyborg appealed to all 
business interests, media and trade 
groups to notify their nearest bet- 
ter business bureau, or the associa- 
tion, of any individual attempting 
to misuse the bureau name. He 
also called upon all member or- 
ganizations to watch their areas 
closely, urging prompt, vigorous 
action to expose such operations. 

The 40-year-old better business 
bureaus are non-profit, business- 
supported organizations having an 
annual membership income of 
about $3,500,000. They are con- 


cerned with eliminating causes of | 
justifiable public complaint against | 
business. 

They conduct voluntary, cooper- 
ative programs with trade and in- 
dustry groups to raise the level of 
advertising and seliing practices in 
the public interest. More than 2,- 
000,000 service requests are han- 
dled by the bureaus annually with- 


FCC Names Sandage to Staff 
Dr. Charles H. Sandage, head of 
the advertising and marketing de- 
partment of the University of Dli- 
nois, has been appointed to the 
Federal Communications Commis- 
sion’s network study staff as ad- 
vertising and marketing consultant. 


Dr. Sandage becomes the second 


advertising consultant named to 


the staff; Harry J. Nichols, re-| 


tired senior vp of Mumm, Mullay 
& Nichols, was appointed in De- 
cember. 


| Chair Co., Siler City, N. C., manu- 


_ Assistant to J. S. Knight facturer of office, school and 
| Radford E. Mobley, formerly institutional chairs and_ early 
‘assistant chief of the Knight) American and colonial household 
Newspapers’ Washington bureau, | Chairs, will be changed to Boling 
has been appointed assistant to|Chair Co. The name change has 
| John S. Knight, president, in Chi-|"° effect on the company’s own- 
cago. He will assist Mr. Knight |¢rship, products or policies, F. J. 
in the fields of office administra | Boling, president, said. 


tion and public relations. 

| . PAC Elects Spencer 

High Point Changes Name | The Pharmaceutical Advertising 
Effective Feb. 1, the corporate |Club, New York, has elected Rob- 

name of High Point Bending &/ert H. Spencer, advertising man- 


| Radford Mobley Named 
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ager, Schieffelin & Co., president 
for 1956. Other officers are Arthur 
Cc. Emlin, J. B. Roerig & Co., and 
William T. Strauss, Ciba Pharma- 
ceutical Products, vps; Wilbur M. 
Monday, Hoffman-La Roche Inc., 
treasurer, and Thomas Lewis, 
Walker Laboratories, secretary. 


Thorsen Moves to Chicago 

Roger Thorsen, with the New 
York sales staff of Sports Illus- 
trated since last March, has moved 
to the Chicago sales staff. 


out charge to the public. I} 


BACON gets CLIPPINGS 


@ Make sure you get all published 
items about your or your client’s 
business each month. Bacon’s 
Clipping Bureau regularly clips over 
3,240 publications for over 1,000 
clients. Approximately 100,000 
clippings sent out per month, from | 
business, farm and consumer pub- 
lications. An invaluable service to 
ad managers, agencies, publicity 
and public relations men, research- 
ers and others. Write for free 
booklet No. 55, “Magazine Clippings 
Aid Business.” 


Two new aoe 
« handle publicity more — 
‘__. effectively’ 


BACON'S 1956 PUBLICITY CHECKER 


Coded by editors. Shows publicity 
wsed in 3,240 business, farm and 


consumer m zines in 99 market 
groups. Invaluable for making re- 

A leuse lists — assures sending each 
editor material desired. iral 
bound fabricoid, 6%" x 9Y2" — 

256 pages. $15.00. Sent on approvol. 


BACON'S ALL-NEW PUBLICITY HANDBOOK 


How to plan publicity using 14 basic 

types. Help on release lists, writing, 

photos, budgeting and checking 

. results. 37 illustrations, 6 case 

| studies. 544” x 84"— 128 pages. 
$2.00—Sent on approval. 


BACON'S CLIPPING BUREAU 
343 $ “Dearborn St, Chicago 4, Hlinois 


ON THE JOB IN AIR CONDITIONING — photo shows assembly 
line at one of the plants in which Worthington makes packaged 


air conditioners. 


With seventeen domestic production units, and twelve factories 
abroad, Worthington produces eleven major lines. Products in- 
clude pumps, steam condensers, feedwater heaters and ejectors 

. mechanical power transmission equipment . . . welding posi- 
tioners and turning rolls . . . engines, liquid meters, steam turbines 


. « « Construction equipment. . . 


electric motors, generators and 


controls . . . heating, air conditioning and refrigeration equipment. 
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Don't Underplay 


tf Club of Chicago. 
“Substandard selling practices, 


the agency. media buying is just as creative,” 
“Many agencies specially train|he said, “as the production of a 


mind there is a sharp difference 
/between an association of think- 


Medi Fi about which we talk so glibly,”| copywriters, artists and account) piece of art or a page of powerful | ing and a breach of confidence.” 
a Buyer s Role, he characterized as directly trace- | executives, and after due training | copy.” He said his policy through — 
j pe ; rg able in many cases to substandard | these people speak and act with; He said space buyers and space years has been to confide in sales- 
Chip tfield U es men as filly as possible “within 


space buying practices. | authority. What a pity it is that so| salesmen should work together as 
“There are still too many space | few agencies give similar consider-| business partners and should de- 
media departments of some agen-| and time buyers who in actual fact |ation to their media personnel. velop greater confidence and a 
cies to a subordinate role in their | do no buying whatsoever,” he as-_ | wider exchange of information. 
nominal function—the buying of | serted. “At best, they are empow-/|# “I know of a great number of | 
Space—was criticized sharply to- ‘ered only to act as listening posts. ‘so-called space or time buyers in| not believe that you would expect 
day by Frank Chipperfield, media| At worst they act as a buffer be- |New York who for business rea-| me to, divulge confidential infor- 
director of Gardner Advertising| tween a media salesman and some | sons have never been west of| mation regarding the future plans 
Co., St. Louis, at a meeting of the | other purchasing authority within | Yankee Stadium,” he said. “Good! of any client,” he said, “but to my 


— 


Cuicaco, Jan. 17—Relegation of 


American Machinist Works Hard 


--.in plants such as this. At Worthington Corporation... 
a “cool’’ 94.7% of purchasing dollars go for machinery, 


equipment, materials and other supplies for production 


Consider Worthington Corporation—115 years in business—traditionally a leader 
in capital goods production . . . pioneer manufacturer of air conditioning equipment. 


Here at Worthington, you see another example of the purchasing pattern in Metal- 
working. It’s a purchasing pattern in which the major expenditure is for the tools 
and needs of production engineers and executives. 


Now consider American Machinist . . . the sure way to reach these men who buy for 
Metalworking . . . the men responsible for production. It’s edited for Metalworking 
production engineers and executives— exclusively! Accepted by them— more com- 
pletely than any other magazine! 


Ask your American Machinist District Manager ... WHY! 


~ee bought by the men who 
buy for Metalworking 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING 

NEW YORK 36, NEW YORK 

PUBLISHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS 

AND THE ASSOCIATED BUSINESS PUBLICATIONS 


|good business judgment,” and he 
| did not recall one instance “where 
'a confidence was willfully be- 
“Certainly I would not, and I do |trayed by a media representative.” 


National Brewing Co. 
Acquires Marlin Brewing 
National Brewing Co., Balti- 
more, has acquired Marlin Brew- 
ing Co., Orlando, Fla., which has 
an annual capacity of 100,000 bbls. 
Marlin will be operated as a divi- 
sion of National, which also con- 
trols National Brewing Co. of 
Michigan, Detroit. National’s com- 
bined sales in 1955 are estimated 
by Research Co. of America at 1,- 
200,000 bblis., placing it about 17th 


among the top 25 brewers in 1955. 


J. C. Hoffberger, National pres- 
ident, said increased promotion 
and advertising will be launched 
in the South. W. B. Doner & Co., 
Baltimore, is National’s agency. 


ALL SALES ARE 


LOCAL 


The men who buy construction 
equipment . . . the men who sign 
the checks . . . these are the men 
you have to reach to sell your 
products! These men buy Jocally 
and to sell them you have to sell 
right out where they work... 
where they live. That’s why... 


ACP REGIONALS SELL 


LOCAL 


CONSTRUCTION MEN 


Men who do the work — men who buy 
equipment are the men who read Asso- 
ciated Construction Publications! 7 out 
of 10 prefer ACP books. What’s more, 
they read and re-read ACP books be- 
cause on these pages they find the local 
news construction men need. For ex- 
ample, last year ACP featured 11,255 
pages of bid news, 2,086 pages of equip- 
ment news, 2,416 pages of local job re- 
ports. For more facts on ACP write: 
George Stewart, Sec’y, 6 South Orange 
Avenue, South Orange, New Jersey. 
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the Time 


Daytime: the active hours when the world’s work is 


being done; when things are made and moved and 
bought and sold; when factories hum and stores are 
jammed ; when human needs are filled and the practical 


business of life goes on. 


the Girl 


And this is who’s behind it all, behind the making and 
moving, and buying and selling; behind the house that 
Jack built and the things that fill it. It is she who 
decides and provides the food and clothes and furniture 


and stoves and refrigerators. She spends over $100 
million a day on food and drugs alone. What with cook- 
ing and cleaning and buying and fixing she happens to 
be just about the busiest person in the world; always 
on the move. For advertisers the trick is to keep up with 
her, and nothing does this so well as radio. Radio is 
with her all day long, wherever she goes, from room to 
room, from house to car, from car to house, in over 46 
million homes throughout the country. 
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the Place 


The one place on radio you’ll find her most of the time 
is the network with ten out of the ten most popular day- 
time programs. It’s the same place you’ll find the lead- 
ing advertisers, too. This month seven new big ones 
joined the ranks— Campbell Soup, Chesebrough-Pond’s, 
Easy Washing Machine, Pharmaco, Philip Morris, 
Standard Brands, Sunsweet Prunes; while four old 


faithfuls— Bristol-Myers, Campana, Hazel Bishop and 
Lever Brothers added to their daytime schedules—all 
on the nation’s Number 1 Radio Network... 


the CBS 


Radio 
Network 


—— 
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Bon Ami Sets ‘56 Drive 

After a limited advertising cam- 
paign last year, Bon Ami Co. is 
planning a “steady schedule” of 
pages in Better Living, Every- 
woman’s Magazine, Family Circle, 
Western Family and Woman’s Day 
for Bon Ami cleanser. Sunday sup- 
plements will include the Ameri- 
can Weekly, First Three Markets 
_Group, This Week Magazine and 
| 23 independents. “Stop sandpaper- 
| ing your sink with sandy cleans- 
|ers” is the theme. Norman, Craig & 
Kummel is the agency. 


te EVERY issue a merchandising issue 
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WBIR Gets Channel 10 


The Federal Communications 
| Commission has upheld a hearing 
|}examiner’s decision to award 
| Channel 10 in Knoxville, Tenn., to 
| Radio Station WBIR Inc., operator 
|of WBIR. Also competing for the 
/channel were Scripps-Howard Ra- 
dio Inc. and Tennessee Television 
| Ine. 


TOYS and NOVELTIES 


Se. 


1405 Merchandise Mart, Chicago $4, Ul. 


Los Angeles, Dallas, Atlanta, Kansas City 


WRITE FOR FURTHER INFORMATION 
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“IN NORTH CAROLINA 
63% Gain in Retail Food Sales 


The biggest gain among the 6 major N. C. cities 


City-Corporate limits only 1948 1954 % Gain Rank 
WINSTON-SALEM $16,452,000 $26,765,000 63% 1 
Greensboro 17,625,000 26,802,000 52 2 
Raleigh 13,290,000 20,108,000 51 3 
Asheville 14,236,000 19,981,000 40 4 
Charlotte 29,287,000 38,840,000 33 5 
Durham 15,275,000 20,108,000 32 6 


NOT AN ESTIMATE—Figures from U. S. Government 1954 Census of Business 
Preliminary Report 


Among the 6 major N. C. cities, Winston-Salem shows the biggest rate of gain in: 


Aut et 


ve Gasoline Total 
Retail Sales Retail Sales Retail Sales 


—— 


North Carolina’s No. 2 city 
North Carolina’s fastest 
growing market 


Retail 


Furniture & Appli 
Retail Sales 


So 


Buy 
WINSTON-SALEM 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
‘National Representative: KELLY-SMITH COMPANY 


Advertising Age, January 23, 1956 


Supermarkets Should 
Push Housewares 
More: Zimmerman 


Cuicaco, Jan. 17—Supermarkets 
are not devoting enough space to 
housewares, M. M. Zimmerman, 
editor and publisher of Super 
Market Merchandising, told rack 
merchandisers at the fifth national 
meeting of the American Rack 
Merchandisers Institute today. 

Mr. Zimmerman pointed out that 
supermarkets realize a greater 
profit per unit on housewares sales 
than on groceries. 

“It’s a matter of simple arithme- 
tic,” he said. “For every $25 profit 
that a supermarket operator re- 
ceives on the sale of $100 worth of 
housewares, he has to sell $800 
worth of groceries, assuming his 
net profit is as high as 3%, before 
taxes.” 

He said that a recent survey 
showed that 50% of the super- 
markets will give more space to 
housewares in 1956. 

Mr. Zimmerman pointed out that 
rack merchandisers contributed 
two-thirds of the $300,000,000 in 
housewares sales in supermarkets 
last year. 


s Philip N. Kane, president of the 
institute and vp of Rawson Drug 
& Sundry Co., Oakland, Cal., pre- 
dicted that in 1956 the institute’s 
service distributors will supply 
nearly half of the sales volume in 
housewares and non-food items in 
supermarkets. 

The organization’s membership 
is now more than 300, he told the 
group. 

Awards at the meeting were 
given in two categories: Point of 
sale displays (for the first time 
this year) and self-service pack- 
aging (for the second consecutive 
year). 


# Winners in the point of sale 
display category were: 

Federal Tool Corp., Chicago, and 
Cadie Chemical Products, New 
York, for best over-all display; 
Sylvania Electric Products Inc., 
Salem, Mass., for top individual 
display design (a light bulb dis- 
play); Nevco Hanger Corp., New 
York, for display of an item never 
before successfully sold in super- 
markets and specifically designed 
for supermarket sale (a hanger 
display); Ekco Products Co., Chi- 
cago, for successful display of 
small items considered difficult to 
display (two displays of table- 
ware), and Columbus Plastic 
Products, Columbus, O., and Bea- 
con Plastics Corp., Newton, Mass., 
for “large items difficult to dis- 
play.” 


# Winners in self-service packag- 
ing were: 

Aluminum Cooking Utensil Co., 
New Kensington, Pa., for its Wear- 
Ever line of percolators; G&S Met- 
al Products Co., Cleveland, for 
aluminum broiling pan; Chicago 
Metallic Mfg. Corp., aluminum pie 
pan; Thermometer Corp. of Amer- 
ica, Springfield, O., meat and 
poultry thermometer; Melard Mfg. 
Corp., New York, faucet aerator; 
Papercraft Corp., Pittsburgh, gift 
wrappings. 


Cities Service Releases 
‘Business Library Catalog’ 

Cities Service Co., New York, 
has released its 1956 “Business 
Library Catalog,” which lists edu- 
cational materials for dealers and 
distributors. Of the 85 items listed 
in the booklet, more than 50 are 
offered free of charge. Sources are 
given for others such as books and 
business management courses. 

Last year, the company’s depart- 
ment of business research and ed- 
ucation answered 106,103 requests 
for help in solving management 
problems. Of this number, 46,506 
were for materials listed in the cat- 


alog, according to Cities Service. 
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Year of the Beaver 


With the stream of commerce at record flow ... with business plans for 
new construction at record high... 1956 is the year for beavers! And 
leading engineering and construction firms are using Business Week to 


help construct their markets. 


They know that in this forest—even in a boom year—there are more 
beavers than trees. And those who get the timber rights are those who 
get closest to business management. They know that, per advertising 
dollar spent, they get more business-management readers in Business 


Week than in any other general, general-business or news magazine. 


They join with over 1,000 other sellers-to-business who so value the 
influence of this select audience that they invest over twice as many 


total advertising dollars per subscriber in Business Week 
as in the next magazine in its field. They all agree... 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS 
WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 


These Leading Engineering and Construction Firms 
Reached Their Major Markets Through 
Business Week in 1955 


Aero Service Corp. 

Bechtel Corp. 

Blaw-Knox Co. 

Designers for Industry, Inc. 

Ebasco Services, Inc. 

Fluor Corp. 

Gannett, Fleming, Corddry & Carpenter, Inc. 
Gemar Associates 

Holmes & Narver, Inc. 

Lummus Co., The 

Pioneer Service & Engineering Co. 

Scientific Design Co., Inc. 

Snell, Foster D., Inc. 

Stone & Webster, Inc. 

United Engineers & Constructors, Inc, a 
Wigton-Abbott Corp. 


Source: Publishers Information Bureau 


A McGRAW-HILL PUBLICATION 


Member—Audit Bureau of Circulations 
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be KNOWS 


How DYNAMIC DAVENPORT ows: 
2 


— that’s why they’re adding new manu- 
facturing space .. . in DAVENPORT! 


ho Y ; bod 
, DAVE FOR THE NINTH CONSECUTIVE 


NEWSPAPERS. YEAR—FIRST IN LINEAGE IN 


ALL IOWA AND FIRST IN THE 
QUAD.-CITIES! 


Represented by Jann & Kelley 


CIRCULATING DAVENPORT, IOWA, ROCK 
ISLAND, MOLINE AND EAST MOLINE, ILL. 
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|Victor Adding Machine 
‘Plans Heaviest Ad Schedule 
Victor Adding Machine Co., Chi- 
cago, plans its heaviest advertising 
| schedule for 1956. Total cost is es- 
timated at $275,000. The bulk of 
the campaign will be concentrated 
in magazines. Special emphasis 
will be given the Mult-O-Matic 
calculator and the Duo-Matic cash 
register, both introduced in 1955. 
The 1956 schedule includes page 
ads in Business Week, Dun’s Re- 
view & Modern Industry, Time, 
and U.S. News & World Report. 
Victor plans to use Life for the 
first time, and will also use trade 
publications. John W. Shaw Ad- 
vertising is the agency. 


Torrington Boosts Hohmeister 

Frank C. Hohmeister, sales pro- 
motion supervisor of Torrington 
Mfg. Co., Torrington, Conn., has 
been promoted to advertising man- 
ager of the company, which manu- 
factures air impellers and wire- 
forming machinery. 


DE-LOVELY 
POWER PUSH 
FAMILY PLAN 
BARNSTORMING 


Onigreal rewsice! coresstion “T'S DE-LOVELY' — words and music by Cole Porter. © 1936 by Chappell & Ce., inc. 


@ “IT’S DELIGHTFUL, it’s de-lovely, it’s De Soto!” These 
slightly modified lyrics of a famous song introduced the 
1956 De Soto on television. Combined with out-of-the-rut 
photography, they dramatize the ‘56 De Soto’s new beauty 
and super-highway performance. Ditty featured on Groucho 
show. TV and radio spots. “De-lovely” credits: music by 
Cole Porter, most of the words and all the pictures by BBDO. 


7 — 


© BEST KNOWN for plumbing and heating equipment, 
American Radiator & Standard Sanitary Corporation is ac- 
tually one of America’s most versatile industrial families. 
Hence this new campaign to better acquaint businessmen 
with the dozen companies and divisions under the American- 
re Standard flag. Business symbols illustrate the basic theme. 
“Choose any one and you get American-Standard quality.” 


@ WINTER, SPRING, summer, fall — every season is a 
selling season for this remarkable new Toro Power-Handle. 
Just switch this engine-and-handle unit from one Toro ma- 
chine to another, and you can do everything from mowing 
your lawn to clearing snow. Life carries the advertising for 
this significant advance by Toro, sales leader of the power- 
mower industry. a BBDO Minneapolis client for 14 years. 


(4) DOWN ON THE FARM, the hottest thing in construc- 
tion is the pole barn. Built around wood poles that are 
pressure-creosoted by Koppers Company, a pole barn can be 
put up fast and cheap. To cultivate sales, BBDO Pittsburgh 
helped Koppers develop this unusually effective promotion 
for dealer-sponsored farm meetings. So far, Koppers “Pole 
Barn Clinics” have visited over 100 rural communities. 


BATTEN, BARTON, DURSTINE & OSBORN, INC. 


Advertising 


NEW YORK + ATT ANTA * BOSTON * BUFFALO * CHICAGO * CLEVELAND + DALLAS * DETROIT * BOLLYWOOD + Los ANGELES * MINNFAPOLIS © PITTSRURGH + SAN FRANCISCO * SEATTLE 


Advertising Age, January 23, 1956 


Puzzle Contest Is 
Featured in Drive 
for ‘Puck,’ Disney 


New York, Jan. 17—Starting 
Jan. 15, 12 Hearst newspapers are 
featuring a five-week puzzle con- 
test for children designed to boost 
both the Mouseketeers apparel 
program of the Disney licensing 
organization and Puck—The Com- 
ic Weekly’s new two-page color 
comics section, “Walt Disney’s 
| Comicland.” 

Page ads in Puck announced the 
contest last week, and through- 
out the contest one-third page ads 
will picture the prizes and refer 
| children to the puzzles in the Com- 
|icland spread. Display ads also are 
scheduled in non-Hearst newspa- 
pers. Spot radio and tv and the 
half-hour radio program, “The 
Comic Weekly Man,” also will 
support the contest. Editorial cov- 
|erage in Hearst daily and Sunday 
| editions, special newsstand display 
cards, truck posters and handout 
bills will complete the promotion. 


|@ Top prizes will be 22 trips to 
|Disneyland Park in California. 
|Other winning buckaroos will re- 
ceive 100 complete Mouseketeer 
| western outfits plus 2,400 prizes of 
individual Mouseketeer items rang- 
ing from hats to boots. 

| Newspapers carrying the contest 
are Albany Times-Union, Balti- 
more American, Boston Advertiser, 
|Chicago American, Detroit Times, 
Los Angeles Examiner, Milwaukee 
Sentinel, New York Journal Amer- 
jican, Pittsburgh Sun-Telegraph, 
San Antonio Light, San Francisco 
Examiner and Seattle Post-Intel- 
ligencer. 


Liasiitaiates Boosts Ad 
|Budget for Foam Products 

_ Hewitt-Robins, Stamford, Conn., 
manufacturer of industrial rubber 
products, estimates that “the 
wholesale value of foam in furni- 
ture in 1956 will reach 20% over 
1955 usage,” and accordingly has 
announced an enlarged advertising 
and promotion program for its 
'foam products division during 
1956. 

| An expanded schedule in Life 
now includes four full-color pages, 
_and plans are being made for trade 
advertising in Automotive Market 
|Report, Boxoffice, Furniture Age, 
Furniture Manufacturer, Interiors, 
| Retailing Daily and Upholstering. 
The Life ads will also advertise 
products made by the company’s 
five other divisions, and ads sched- 
uled by the other divisions— 
including spreads in Business Week 
|—will in turn advertise the foam 
division products. Fuller & Smith 
& Ross, New York, is the agency. 


‘Stanley Tools Names Two 

| L. Frank Arthur has been named 
sales promotion manager and 
Philip E. Richardson market de- 
velopment manager of Stanley 
| Tools, New Britain, Conn., a divi- 
sion of Stanley Works. Mr. Arthur 
joined the advertising department 
|of Stanley Tools in 1952 and was 
|transferred to sales promotion in 
| 1953. Mr. Richardson was formerly 
assistant to the sales v.p. at Lan- 
pom, Frary & Clark, New Britain. 


| 
_Leisy Brewing to Dufty 

Leisy Brewing Co., Cleveland, 
has appointed John Duffy Co., 
Cleveland, to handle its advertis- 
ing. The company brews Leisy’s 
light, Mello-Gold and Dortmunder 
beers. McCann-Erickson formerly 
handled the account. 


Troughton Joins ‘TV Guide’ 

Liz Troughton has been appoint- 
ed promotion manager of the Chi- 
cago edition of TV Guide. For- 
merly, Miss Troughton was pub- 
licity-promotion-research manager 
of the central division of Mutual 


Broadcasting System. 
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Agencies Which 
Shun Radio Risk 
Their 15%: Sweeney 


| PHILADELPHIA, Jan. 17—Ke- 
vin Sweeney, president of the 
Radio 
charged that two of the coun- 
try’s biggest ad agencies have 
| “a basic fixed position that ex- 
cludes radio from their think- 
ing.” He made the accusation 
in a speech before the Televi- 
Sion & Radio Advertising Club 
last week. 

Mr. Sweeney said that what 
used to be radio thinking in 
these agencies (which he didn’t 
name) now is “completely op- 
erating in behalf of television, 
under the mistaken impression 
that radio and television allow 
the same people to function for 
both media.” 


ae 


these agencies” which challenge 
the very existence of radio as 


i. s “One of these agencies uses 
the double truck in Life and 
television as its pat formula for 
every situation, excluding radio 
from consideration, while the 

j other gives as its reason for 

failing to consider radio in its 


plans ‘a major client’s disen-| 


chantment with the medium’,” 
Mr. Sweeney continued. 

| The RAB president traced 
| the problem to the fact that too 
. many people—some broadcast- 


ers as well as buyers—think of | 
“Sia-| 


f radio and television as 
| = mese twins.” This misconception 
on the part of some broadcast- 
ers with radio and tv properties 
caused radio to be neglected 
when it was in an “extremely 
painful and unloved adoles- 
cence,” it was pointed out. This 
flaw has been corrected by most 
radio-tv executives, he said. 


s Mr. Sweeney warned that 
those who continue to neglect 
radio at the management level 
had better beware lest some- 
body ask: “Is it in the public 
, interest that someone who gives 
A so little to and does so little for 
a public trust continue to hold 
that trust, or should it be placed 
in the hands of someone who is 
more interested in it?” 
i “We are reaching over 90% of 
customers in the Philadelphia 
area,” he said, adding that the 
percentage is higher in other 
metropolitan regions. 

Radio also is continuing to 
grow as an advertising medium 
with 100,000,000 sets tuned in 
daily in the living room and 
other spots in the home. 


= Mr. Sweeney pointed out that 
radio has changed as an ad 
medium because of new tech- 
niques, but, he said, it has 
proved that it can bring in busi- 
ness at one-half to one-fourth 
the cost of other media. To 
prove it, he declared that wom- 
en spend 2% times as much 
time with radio as with other 
ad media and at certain times of 
the day listen only to radio. 


KAROL SEES TREND 
TO NETWORK RADIO 
PrTTsBURGH, Jan. 17—The 
trend away from network radio 
has been “reversed because it 
is poor strategy and even poor- 
er economics not to use the na- 
tional medium that gives you 
more for less,” John Karol, 
CBS Radio vp, told the Adver- 
A tisers Club here last week. — 
y “Most of you are involved in 
: growing businesses. They are 
businesses that are growing 


Advertising Bureau,| 


| within an expanding economy—an 


economy which is enabling more 
and more people to buy more 
things and to buy more expensive 
things,” he said. 


= “In terms of advertising this 


per-thousand of one medium with 
the low  cost-per-thousand of 


means balancing the high cost-) 


| er... In your examination of radio,| Ronan Named Midwest A.M. 


Karol said. 

He added that CBS is delivering 
costs-per-thousands in the 40¢ and 
50¢ areas. “And it is national ad- 
vertising—advertising that can be 
merchandised to dealers, distribu- 


you will find that network radio| 
\is the balance wheel of over-all! 
cost, reach and frequency,” Mr.) 


27 


ising manager of its 
including Popular 
Modern Bride and 


| western advert 

John Ronan, who has been with | publications, 
Ziff-Davis Publishing Co. for 11 | Photography, 
years, has been promoted to mid- | Flying. 


r ae OEE Something Omitted on a Printed Job? 
OVERPRINTING AND IMPRINTING 


—even on Folded or Bound Jobs 


The head of the radio promo- | 
tion bureau said some broad- | 
casters are wondering “why we | 
should bother to pay 15% to) 


a national advertising medium. | 


tors, through other advertising 
media, and at the point of sale,” 
lhe said. 


another. It means counteracting 
the low frequency of one medium 
with the high frequency of anoth- 


Sersen’s IMPRINTING, Inc. ‘““Y7t%iScccs.° «© CHICAGO 7 


17 N. Loomis St. 


| 
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FIELD & STREAM eRUMs HAD 
$2,346,458 SLATES = 


ark: 


The Smart Money is on Outdoor Life! 


and delivers the greatest bonus over guarantee, at the 
lowest basic cost-per-thousand in the field! 


Any way you look at it, OUTDOOR LIFE is the top 
magazine...and the biggest buy...in the sportsman’s 
market, the fastest-grow- 
ing field of publishing in 
the business. To get the 
full story on OUTDOOR 
LIFE and the booming 
market it serves, contact 
your nearest OUTDOOR 
LIFE office. 


When you buy advertising space, how do you measure 
competing magazines? 

By advertising revenue? Then OUTDOOR LIFE 
is your primary magazine buy in the sportsman’s 
field. In 1955, advertisers invested more dollars in 
OUTDOOR LIFE than in either of its two competi- 
tors, according to P.I.B. 


By circulation? A most important consideration. Here 
once again, OUTDOOR LIFE is No. 1—the only 
sportsman’s magazine to deliver more than 900,000 
net paid A.B.C. circulation. OUTDOOR LIFE leads 
its field in total circulation and in newsstand sale — 


UTDOOR LIFE 


First choice of discriminating sportsmen 
First choice of discriminating advertisers 
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Nance, Cole, Strouse 
and Hecht First-Day 
Speakers at NAEA 


Cuicaco, Jan. 17—The Newspa- 
per Advertising Executives Assn. 
will hold the 76th of its semi-an- 
nual meetings at the Edgewater 
Beach Hotel here, starting Sunday, 
Jan. 22, and continuing through 
Wednesday, Jan. 25. Business ses- 
sions will begin Monday. 


of the Spokane Spokesman Review 
and Daily Chronicle, will present 
the NAEA three-minute panel. 

John Lewis, advertising director 
of the St. Paul Dispatch and Pio- 
neer-Press, will present a panel on 
incentive plans. 


Pfister Moves to ‘American’ 
Alfred H. Pfister, a member of | 
the Woman’s Home Companion | 


sales staff since 1953, has been| Ad Council Names Wile 
The Advertising Council, New/ice campaigns. Mr. Wile in 1942 


named Detroit advertising man- | 
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who has been named assistant to; division, volunteer chairman of a 
the president of Crowell-Collier. |new Hollywood committee to en- 


list the support of more filmed tv 
shows for the council’s public serv- 


ager of American Magazine. He York, has appointed Fred Wile Jr.,| was chairman of the council’s first 
succeeds Edward H. Hellier Jr.,| NBC vp of the Pacific programs | radio committee. 


James J. Nance, president of 
Studebaker-Packard Corp., will be 
the Monday luncheon speaker. His | 
topic will be “A Business Outlook | 
for 1956.” | 

Monday morning speakers will | 
be Willard W. Cole, president, 
Henry C. Lytton Co., Chicago, who| 
will discuss “Newspapers’ Part in| 
the American Institute of Men’s & | 
Boys’ Wear”; Norman H. Stones, | 
president, J. Walter Thompson Co., | 
who will speak on “What Is Your | 
Newspaper Target for 1956?” and | 
Fred C. Hecht, general retail mer- 
chandise and sales manager, Sears, 
Roebuck & Co., discussing “Time 
to Measure.” 

Chairman of the NAEA sales 
training committee, Louis E. Hein- | 
del, advertising director of the San 
Jose Mercury and News, will an-| 
nounce the new staff yi oe pad 
aid, “Project—Follow Through.” 


| 


® Monday afternoon will be given | 
over to the NAEA round tables. 
Grant Stone, NAEA director and 
advertising director, Cleveland. 
Press, will act as chairman. 

Luncheon speaker for Tuesday 
will be Victor A. Fischel, president, 
House of Seagram. 

Other speakers on the program 
Tuesday include James W. Petty 
Jr., general merchandising man- 
ager, H&S Pogue Co., Cincinnati, 
“The Siamese Twins,” and Charles 
Buddle, J. P. McKinney & Son, 
president of the Chicago chapter 
of the American Assn. of Newspa- 
per Representatives, who will in- 
troduce the chapter’s newest pre- 
sentation, “Why Newspapers?” The 
advertising agency relations com- 
mittee, under the chairmanship of 
Charles B. Lord, advertising direc- 
tor, Indianapolis Star and News, 
which will present a panel includ- 
ing Robert Ryan, of Foote, Cone 
& Belding, and A. G. Ensrud, of 
JWT. 

Vincent R. Bliss, president, Earle 
Ludgin & Co., Chicago, will speak 
on “The Shifting Tides of Adver- 
tising Audiences.” B. Mitchell Cox, 
vp of Pepsi-Cola, will be one of the 
principal speakers Tuesday. 


® Harold A. Barnes and his asso- 
ciates at the Bureau of Advertising 
will present “Beat the Best.” The 
report of the national advertiser 
relations committee, with Emile A. 
Hartford, advertising manager, Los 
Angeles Times, as chairman, will 
include a presentation by Lowell 
(Duke) McElroy, vp, Assn. of Na- 
tional Advertisers, “Jumping Our 
Hurdles to Greater Advertising 
Productivity.” 

Wednesday morning will be the 
president’s breakfast, featuring 
three comic strip creators—Milton 
Caniff (“Steve Canyon”), Al Capp 
(“Li'l Abner”) and Chester Gould 
(“Dick Tracy”). 

Gilbert P. Swanson, 2nd vp of 
the NAEA and advertising director 


VALUABLE FRANCHISE FOR 
EXECUTIVE SALESMEN 


necessary. 
vestment er inventory. A business of your own 
with protecteri territory. Men must be of high 
caliber, educated, nice appearance, and experi- 


ing and Public Relations in its most 


WHY A 201-YEAR-OLD PAINT 


MANUFACTURER RECENTLY MOVED 


| 
EXECUTIVE OFFICES TO LOUISVI{ 


The increasing importance of Louisville as a business and industrial center placed 

it on the top of the list of suitable areas for our Executive Offices. The decision to establish 
our headquarters in Louisville was based on the city’s excellent communication and 
transportation facilities, as well as its geographic advantages. And it has enabled us to 
estabiish a more strategic location for the expanding operations of Devoe & Raynolds. 


Now Devoe & Raynolds has a closer liaison between its largest Research Laboratories, 
manufacturing and warehousing operations. All of the advantages we anticipated, 
and many more, have materialized since we made the move to Louisville. 


Devoe & Raynolds has made many additions to 
its Industrial, Marine and Resins, and Chem- 
icals Division since 1953, including new labora- 
tories, plants and tank farms at its sprawling 
llth and Hill Street location. Another plant 
and laboratory is located nearby in Louisville. 
Devoe & Raynolds is the oldest paint manufac- 
turer in the United States. The firm also oper- 
ates factories in Detroit, Newark, Boston, Los 
Angeles and Riverside, California, and in Prince- 
ton, Indiana. 


Sell LOUISVILLE for all its worth! 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


The world’s largest one-plant wholesale hard- 
ware company, Belknap Hardware & Manufac- 
turing Co., occupies 40 acres of floor space in its 
sixteen warehouses and buys and sells all kinds 
of merchandise (about 90,000 items) except 
foodstuffs and clothing. The 115-year-old na- 
tional wholesale jobber gives employment to 
1,500 people, does business in 29 states through 
its salesmen and in all states by mail order, and 
serves over 30,000 retail customers. 


ferm. We are now setting up restricted 
Q@ur plan of pay is much better than a draw. 
meet the requi bove and will 


381,468 Daily Combination * 314,966 Sunday * Represented Nationally by The Branham Company 


he Conrier-Zonrnal - THE LOUISVILLE TIMES 
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Hitzig Joins Punch Films 


animated television commercials, | 


to work in market development for | | Publishes ‘56 Poster Book 
the company. He was formerly ad- | Hastings House has published its 
isixth edition of “International 


vertising and public relations man- 


| ager of the Lambretta division, In- 
Michael Hitzig has joined Punch | nocenti Corp., importer of the 
Films Inc., New York, maker of | Italian Lambretta motor scooter. 
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E. WILLIAM ENDTER 
President 
Devoe & Raynolds Company, Inc. 
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American Air Filter’s wholly-owned subsidiary, 
Famco, Inc., is expanding the manufacturing 
capacity of its Louisville plant 60% in order to 
produce additional types of glass fibers for dec- 
orative uses and plastic reinforcement. With home 
offices and two manufacturing plants in Louis- 
ville, American Air Filter also operates factories 
in Chicago, Moline, Ill., and Montreal, and main- 
tains sales representation in 31 foreign countries. 


Poster Annual.” This 1955-56 edi- | 
tion presents some 500 posters by 
artists from 23 countries. 
beautifully done book, with copy | 
in English, French and German, is 
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Duplessis Hits Anglo-Canadian with 100% 
Jump in Newsprint Producer's Tax Valuation 


| Quesec City, Jan. 17—At least 
now available at bookstores for | one Quebec newsprint company is 


looking for money to pay what 
ameunts to a $108,000 annual fine 
for failing to give Quebec publish- 


/ers a price break. 


Other producers waited to see 
who would be next to be dunned 
by Premier Maurice Duplessis, 


\of the Province of Quebec, who 
| lowered a tax boom on the Anglo- 


| 


Canadian Pulp & Paper Co. and 
blasted its president, Elliott Little, 
in the provincial legislature. 
Premier Duplessis warned, when 
‘newsprint firms announced price 
increases of $3 to $5 a ton several 
weeks ago, that if they didn’t give 
preferential treatment to the prov- 
ince’s newspapers, they would) 
be sorry (AA, Dec. 19, '55). He 
said they were using the prov- 
ince’s natural resources—wood on | 
Crown-owned land where they | 
have timber-cutting rights. Pre- 


mier Duplessis contended that the | 


wood, which is converted into pulp 
and then made into paper, is the 
property of all in Quebec. 


= The premier’s announcement 
did not affect prices paid by U. S. 
publishers. They now pay about 
$131 a ton for newsprint deliv- 
ered in New York. 

Mr. Duplessis fired two salvos 


in his war with the newsprint in- 
dustry in the provincial legisla- 
ture: 


® 1. He doubled the real estate 
valuation of Anglo-Canadian’s 
|properties in Quebec City. This 
| results in an increased tax liability 
of $108,000 annually. 

2. For the first time he an- 
nounced some details of his pro- 
posed legislation to control the 
newsprint industry. 

The legislation would set news- 
print prices in Quebec at the Sep- 
tember, 1955, level—before the 
wave of price increases began. It 
also would bar price increases un- 
til 1957 and provide $10,000 to 
|$25,000 fines for a first violation 
land $50,000 to $100,000 for a sec- 
|ond. 


Cary-Hill Names Committee 

Cary-Hill, Des Moines, lIa., has 
|named an executive committee to 
coordinate activities among its of- 
fices. Committee members are: 
James L. Hill, president; Ben J. 
Gibson, vp, Des Moines division; 
Robert L. Townsend, vp, Kansas 
City division; Jack Howard, man- 
ager, Omaha division, and Joseph 
La Cava, associate manager, Des 
Moines division. 


National Nielsen Ratings of Top TY Shows 
Two Weeks Ending Dec. 24, 1955 


All figures copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 
TOTAL HOMES REACHED 


Homes 

Rank Program (000) 
1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ..........cccsecneesenserenes 17,211 

2 Oe EE CE en 15,970 

3 | Love Lucy (General Foods, Procter & Gamble, CBS) ..........:cscccseeeceees 15,634 

4 Disneyland (American Motors, American Dairy, Derby Foods, A&C) ........ 14,863 

5 Ford Star Jubilee (Ford Motor Co., CBS) 
6 Jack Benny Show (Lucky Strike, CBS) .............. 
7 Max Liebman Presents (Oldsmobile, NBC) ............ 
8 Producer's Showcase (RCA, Ford, NBC) 
9 GE Wermmier Gameeee T, GD cscecscthctnciscnccessitccectctsrccserectcccesecsesecescove 
10 Private Secretary (American Tob CBS) ileal atid ceemiietanke 12,380 


PROGRAM POPULARITY? 


Rank Program 

1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ...........:cccccccseeseseeeeeennnnes 

2 $64,000 Question (Revlon, CBS) ........cccccecsccseecersceseeeseeneeneeseenees 

3 | Love Lucy (General Foods, Procter & Gamble, CBS) 

4 Ford Star Jubilee (Ford Motor Co., CBS) J 
5 Disneyland (American Motors, American Dairy, Derby Foods, ABC) essen 45.8 
6 Jack Benny Show “(Lucky Strike, CBS) ........0cvcssssesnsrsnensnsrenseseennrseeneenenes ae 40.9 
7 Max Liebman Presents (Oldsmobile, NBC) ...........-ccccccsesesseeeseesseevee coneeneenenere 40.0 
8 Producer's Showcase (RCA, Ford, NBC) ..........cc0cccccscsessecsscessereesreseerereereeereeee 40.0 
9 Oe RN MI ical sccsctescsocnsntistesvnccensveszoccsssznveenence 39.3 
10 Private Secretary (American Tobacco, CBS) ..........c.c:sceceesesseeseeseesevsnvneereenenee 39.0 

Nielsen Average Audience** 
TOTAL HOMES REACHED 
Homes 

Rank Program (000) 
1 RG Be MED tcetbertinteatatecererteinsccncecettien sees ccecsecescessnssnesece 14,796 
2 1 Love Lucy (General Foods, Procter & Gomble, CBS) 2.0.0.0... . 14695 
3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ...........cccecccceseeseserseenene 14,628 
4 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 12,380 
5 Jack Benny Show (Lucky Strike, CBS) .........0sscscsccssscersoerersssesersrsersssnersenees 

6 Private Secretary (American Tobacco, CBS) 

7 GE Theater (General Electric, CBS) 

8 December Bride (General Foods, CBS) 

9 I've Got A Secret (Winston cigarets, CBS) 

10 You Bet Your Life (DeSoto-Plymouth, NBC) 

PROGRAM POPULARITYT 
Homes 

Rank Program (%) 
1 ENR a ae . 461 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) pacishdiiatispeeassase 45.9 
3 | Love Lucy (General Foods, Procter & Gamble, CBS) ..........6.cccccccccccceeeeeee 45.3 
4 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ............ 38.2 
5 Sem TN Tee ee ra, CD aiccicscece te cnccisesccesccnstenscensvicseasisveceseeesecees 38.0 
6 Private Secretary (American Tobacco, CBS) .............c.cccceseeseesesevseeresernnenenvenenes 36.3 
7 er I.  _. _sesedneanduvecttssvebtiibesthnaotuneencce 36.1 
8 December Bride (General Foods, CBS) ............ccccccsessessosrsnvevssversneoneennvnnencen 35.1 
9 I've Got A Secret (Winston cigorets, CBS) auieatiiiabihbnbiaaisstuies 34.9 
10 The Millionaire (Colgate-Palmolive, CBS) .............ccecseseseseseeesesevnsnnnsnsnsvsnenseneen 34.3 


*Homes reached by all or any part of the program, except for homes viewing only 
one to five minutes. 
**Homes reached during the average minute of the program. 

tPercented ratings are based on tv homes within reach of station facilities used by 
each program. 
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Something for you 
to keep in mind this year 


Last year, in the biggest market in the world for 
the things you sell, The New York Times 

published more advertising than any other newspaper 
in Metropolitan New York has ever published. 


It published a record 49,537,354 lines. 


This was 29.5% of all advertising published by the 
seven New York City newspapers—the biggest share 
ever published by a New York City newspaper. 


It was 13,244,403 lines more than the next newspaper 
published—the biggest lead ever recorded by a 


New York City newspaper. 


It was a gain of 5,412,724 lines over 1954, the 
biggest gain—by 2,725,905 lines—of any New York 
City newspaper. 


How come? 


You advertising men know the answer even 
better than we do. 


It’s because there’s more in The Times—so people 
get more out of The Times. A solidly growing 
circulation shows that more and more people 
are coming to realize this. 


Readers get more news out of The Times, and more 
enjoyment. And when readers get more out of a 
newspaper, it follows that... 


Advertisers get more sales out of it, and more profits. 


That’s why The New York Times has been New York’s 


advertising leader for 37 uninterrupted years. 


That’s why its advertising leadership today in 
your biggest and most inviting market is stronger 
and more dynamic than ever before. 


She New York Gimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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Packers Push Food, 
But Neglect Taste, 
Says Poppy Cannon 


PorTLAND, OreE., Jan. 17—Take it 
from a vocal spokesman for the 
consumer, America’s canners are 
going at food selling wrong end to. 
They have made a fetish of photo- 
genic foods and pretty pictures, 
she believes, and are losing sight 
of the importance of flavor and 


eS ede cas ees 


tasty product, the best of its kind,” | Read-Petty Reorganizes 
Miss Cannon said, the well execut-| Read-Petty Inc., 


ed label “can sell it for you and | agency, has reorganized to include| Work Clothes, manufactured by | 
|G. Reker, 


a third principal, Dan G. Poland,| the company of that name head- 
and has simultaneously changed quartered in San Francisco. Budget 
its name to Read, Petty & Polland.| and media plans for the campaign 


keep selling it.” 


Helen Nash Opens Office 
and publicity director of Elizabeth|of the agency for more than a Client. 


Arden Corp., has opened her own | year, has been named vp. 
Alarik Joins BBDO 
George H. Alarik, advertising 


office at 730 Fifth Ave., New York, 

as a promotion, publicity and ad-| Work Clothes to Wyman 

vertising consultant in the cosmet-| Wyman Advertising, San Fran-|manager of Minnesota & Ontario 
ics, fashion and home furnishing | cisco, has been appointed to direct Paper Co., Minneapolis, for the past 
fields. | advertising, sales promotion and/six years, is resigning Feb. 1 to| 


Fort Worth! for Can’t Bust "Em Union Made ten, 


Advertising Age, January 23, 1956 


publicity in the 11 western states | join the Minneapolis office of Bat- 


Barton, Durstine & Osborn 
as an account executive. William 
assistant advertising 
manager of the paper company, 


| will take over Mr. Alarik’s post. 
Helen Nash, formerly promotion | Mr. Poland, an account executive|are now up for approval by the) 


Wade Joins Carborundum 

J. William Wade, formerly sales 
and advertising manager of Spirel- 
la Co., Niagara Falls, has been 


'appointed assistant to the manager 


of the advertising branch of Car- 
borundum Co., Niagara Falls. 


taste. 

And when it comes to educating 
the consumer, food packers can do 
a lot better job with “the white 
space available on every single tin 
—the label.” 

These views were presented to 
the Northwest Canners Assn.’s an- 
nual convention here by Poppy 
Cannon, food editor of House 
Beautiful and author of the “Can 
Opener’s Cook Book.” She spoke 
for the consumer at a panel on 
merchandising canned foods. 

“Sometimes you do not set your 
sights high enough,” Miss Cannon 
told the convention. “You sell) 
yourselves short, and us, too. The 
can opener has become respectable 
and is even taking on considerable 
glamor. But will it last? Frankly 
I do not know. It’s up to you. 
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® “Are you running out on us? 
Are you letting us down? Are you 
being stampeded by price consid- 
erations—price and a kind of mass 
madness? Are you getting so con- 
cerned with figures and quantity 
production that you are forgetting 
you are selling food, and that most 
important factor in food—flavor? 

“We're growing fruits and vege- 
tables for size, for quick maturity, 
for solidity, for resistance to blem- 
ishes. Bigger crops, quicker crops, 
disease resistant, mold resistant, 
rot resistant—these are the things 
that concern us. Who cares about 
flavor or fragrance or eatability? 
Who cares? The answer is simple. 
The consumer cares.” 

Miss Cannon urged packers to 
“look critically and carefully at 
your own product. ... Become 
taste conscious. Be as much con- 
cerned about flavor as you are 
about the bacteria count. Get qua- 
lity minded.” 

Nowadays, Miss Cannon said, the 
gourmet goes to the supermarket, 
adding: “Class and mass are not 
opposite. Mass is just class multi- 
plied.” 

Of labels, Miss Cannon said 
packers have become “so infatuat- 
ed with pretty pictures” that they 
have lost sight of the opportunity 
to teil their story, including the 
story of flavor and taste. 


® Labels should tell the consumer 
what the can contains and should 
tell it in terms she can use—how 
many cupfuls, for example; or the | 
equivalent of how many roasting 
ears in a can of corn, or how many | 
average size peaches, she said. 
“The label should be packed 
with facts—practical, down-to- 
earth everyday facts. And at the 
same time it should include the 
most mouthwatering copy. . . In-| 
formative labeling is the way of 
frecdom, as contrasted with grade 
labeling, where standards are im- 
posed from without and often have 
little if any relation to the most 
important factor of flavor. 
“Informative labeling enables 
you to use to the best advantage 
the small sizes, the less uniform 
pieces. So long as you have a good 


WESTERN TRUCKING 
NEWS SERVICE 


covers Coast for-hire motor 
trensportetion since 1937 and offers 
LIVEST NEWS iN THE INDUSTRY 
LOWEST AD PRICES IN THE FIELD 


* Sample copy free on request. Published by: 


S.D. McFadden News Bureau | 
l 7 front Street, San Francisco 11, Calif. 


king Co. « Columbia River Packers Assoc. « Lee Cosart Motors « Davidson's Bakery + Dei Monte Meat Co. « De: 
Coast + Equitable Savings & Loan + Fairview Farms « John Felker Co. « Fields Chevrolet Co. « Fitzgibbon Glass 
« Spear & Co. « Stanley Warner Management Corp. « Williams, J.A.Co. « Amer. Beauty Sleep Prods. « Cox's De, 
Cleaning Co. « Nu-Life, inc. « William T. Corbett « Independént Republicans « Harry Alan Sherman « Dairy Queei. 
er Booster Club « Repub. Exec. Comm. of Allegh. Co. « Dave Scharf Associates + Beverly Farms « Buhl Optical & Jewelry Uo. « Cren. 
& Co, Inc. « Friehoter Baking Co. « A. C. Mangels ‘ind. Inc. « Wilkening Mfg. Co. « Acme Packing Co. « Arden Farm Co. « Alemite Cu. < 
and Co. © Craig Movie Supply Co. * Downtown Center Garage e Eggo Products + Flex Straw « Foigers Coffee Co. « Frying Chicken Rest. « Fox 
Circus ¢ Ladies Choice « Listen & Learn with Phonics « Leopard Cafe « Leslie Salt Co. « Latham Foundation « Luchetti Meats « Pacific Gas & 
Manor « Cecil Whitebone + United Vinters « Kahns Dept. Store + Allied Appliance Co. « The Barcolene Co. « Nissen Baking Corp. « Seiler Foods, Wa 
Co., inc. « Boston Consolidated Gas Co. « Tupper Home Parties, inc. « Clinton Clothing Mfg. Co. « Elm Farm Food Co. « Groveton Papers Co. « Whi 
se Planter « Vimco Macaroni Prods. « Buckingham Village « Bucks County Dressed Poultry Co. « Geyelin, Inc. » Home Builders Assoc. of Phila. « Hy € 
finer Paint Co. « Ellenberger Brothers « Ft. Wayne Jr. Chamber of Comm. « Grand Leader « McKinley Truck & Races « Cletus Miller Seeds « Montpe 
ing « Hosier & Pearson + Earl Zimmerman + Meyers & McCarthy « Baade Floral Shop + Frankenmuth Brewing Co. « Fritz Electric Store « D. 0. : 
Fair « J. Homer Studebaker « Rye Agency « Appliance Merchandise, inc. « Avco Mfg. Co. « Place, inc. « No. ind. Shorthorn Breeders Assn. ¢ Organn 
Lutheran Publicity Committee « Anderson Mattress « Ft. Wayne Motors « House of Organs « Meurice Yoder « State Street Hardware - “oston Filter Co. « Boston Five Ps 
‘Fairbanks Exposition « Continental Uphoistering Co. « Corcoran's, Inc. « Deerfield Fair Assoc. » First Nat. Bank of Boston * Franconia ¢ Gentiles Baking Co. 
Sons, inc. « Fidelity Phila. Trust + ideal Mfg. Co. « Kasser Distillers + Keystone Auto Club « H. F. Ortlieb Brewing « Penn Jersey Ai « P . Distributors 
’s Sons « Twentieth Cent. Storm Sash Co. « Beetem & Brorby, inc. « Downy-Flake Waffle Co. » Borge-Warner Corp. « Silf Skin « M. in & Se « Cullig 
Toiletries « Metro. Lincoln Mercury « Berio Vending Co. « Custom Paint & Chem. + Di Paola Men’s Clothes » Arcadia Theatre + Maico of Penna. ahr f 
© Calif. State Fair + Caiso Co. « H.C. Capwell « Clearo Co. « Jes Cortez « Denalan Packing « Fireside Thrift Co. « W. P. Fullr teway Chevrolet > Gegil 
« Hillsdale Gardens «+ Ladies Choice Foods « Langedorf Bakeries + Mins Travel Center + Montgomery Ward « Pauson & Co. « p Producers of Calif 
Frey Co. « Stonestown « Thompson-Holmes * Union Furniture Co. « United Vintners « Les Vogel Chevrolet « W. J. Weinert Di e William L. Platt 
lipaper Co. « Beacon Plastics Corp. « Bigelow-Kennard Co. + Bird & Sons, inc. « Bonded TV Service + Brigham’s, inc. ¢ Christian Science ~ “rch « First Nall 
ipital Service « MKM Knitting Mills « Sands, Taylor & Wood Co. « Shreve, Crump & Lowe « Simmonds Upholstering Co. « Star Mart:et C e Televisia 
er Alsco « James 0. Welch Co. « West Paint & Varnish Co. « Foster Sporting Goods « Francis Ford Motors « Wilson Line « Furniture & House « 
kie Co. « Granning & Treece « Gresham Auto Dealers « P. G. Gross Furniture Co. « Gunderson Bros. Engineering Corp. « Hamilton Furs « n Day Musi 
Corp. « Hogg Bros. + Hollywood Ford Motors « Hollywood Furniture « Homemakers Supply Co. « House of Nine « R. Hoyt Co. « Irish Linen Shop « 
bile « Mack's Dress Shop + Marks Furniture & Appliance « Met-Ali Products « Meier & Frank Co. » Fred Meyer, inc. « Mike De Cicco & Son « Mode 
Appliance Co. « Nalleys, inc. « Frank Nau Pharmacy « Neuman’s Radio & Electric > J. J. Newberry Co. « Niagara of Portiand « Niklas & Son, Florist « 
Supply « Nudelman Bros. « Copa Ciub « Pennzoil Co. » W. Homestead Distributing Co. « Atom-Otive Mfg. Corp. « Fairall Wallpaper Co. « Forbes Serta 
Assn. of W. Pa. « Savage—Haldeman—Chrysier—Plymouth + F. A. Blum & Sons, Inc. « Motorola « Independent Wallpaper Co. « Lomakin Music « McG 
inc. « Beck's Charter Oaks « Dealers’ Radio Svce. « Thomp Haid —Chrysier—Plymouth « Willow Grove « H. W. Given Co. « Landis Motors, ind 
« American Preserve *« Newburger & Co. « Phila, National Bank + Phillips Packing Co. « Pitman Labs. « Seaboard Seed Co. « Phila. Arena Corp. « Becim 
& Robbins « Allied Mills inc. + Bluffton al Co. « Christian Science Comm. on Publ. for State of indiana « First Missionary Church « Gospel Temple + Hd 
Center « Troy Laundry Co. « Weisser Park U. Miss. Church « Wolf & Dessauer + Cliff Ayers Enterprises « Mr. Gerald Bowers « City Glass Specialty « Deluxe 
Ammonia Dealers « Cloverleaf Creamery + Collins Motor Co. « Martins Nursery « Means-Buhi Co. « Rhoads-Morgan Paint Co. » Acme Quality Co. « Bowser Inc! 
Co. « Quality Furniture & Drapery + Ellenberger Bros. « Marks Camera Shops + One Hour Martinizing « Guy S. Means Co. + Russel Kruse « Pagoda Inn « 
« Mass. Horticultural Society « Mutual Savings Bank Assoc. + Nat. Cranberry Assoc. « N. E. Coke Co. « N.H. Recreation « N. H. State Planning & Developing « 
Co. « Whipple Co. « Whiting Milk Co. « Apex Tile Co. « Best Feeds & Farm Supplies, inc. + Brookline Savings & Trust Co. « Capitol Contracting Co. « Crown P* 
ing Co. © Fort Pitt Tomato Co. * Jot + Insured Savings & Loan Council * Keystone Floors, Inc. « Klein, Henry B. « Mabro Co. « May Stern, Inc. « Miller Pé. 
Co. « Re-Ly-On Prods. « Savage-Haldeman Co. « Star Upholstering Co. « Steiner Drapery Shop « Sub-O-Pane Mfg. Co. « Sun Drug Co. « Tom Tucker Bev 0. a 
Co. « B. Thorpe Realtor « Gaudio Bros., Inc. « Proctor Electric « Becker Millis « Atlantic Refining Co. « Polar Cub Assoc. « Tasty Kake Co. « Dem. Campaign COmm. Of aEEEEE 
« Ever Kleen Co. « Fashion Sewing Center « Flex Straw Co. « Flotili Prods. *« Fosters Lunch Svce. « Golden Gate Kennel Club «Lucky Lager Brewing Co. « Mission CoupOrs 
inc. « SF Auto Show + Thrifty Car Co. « Tuxedo Candy Co. « Weltner Pontiac Co. « Crocker Bank « Dr. Campbell « Calif. Spray Chem. « Foremost Dairies » Nat. Lead Co” Se 
Baking Co. « Kieber's Luggage + Real Pie Bakers « Sanford Motors + United Baking Co. « Turnway Inn  Potter-McCune Co. » Camelot Farms « Assemblies of God + Allen iam 
‘ama Corp. « Phila. Transportation Co. « Arthur A. Shaw « Shedaker Kitchens « Temple Time « Tradesmen’s Land Title Bank and Trust Co. « Walnut Street Fed. Savings and Tim 
Dairy Prods. « Roselli's Pure Foods « Garden State Racing Assoc. + Girard Trust Corn Exchange Bank « Knit King « Penna. Refining Co. « Phila. inquirer « Apex Terminal Wareham 
« Howards Camera Shop « Alwin Color & Chemical Co. « Hydreponic Gardens « Pilgrim Theatre « Craine, Inc. « Anthony's Hawthorne « Gaymont's Specialities, Inc. « Maranaciammam 
Products, inc. « Pendale Nurseries « Mrs. Roth’s Ncodies + Stylebrook Clothes « Tem-Te Steak Co. « Amstan Supply Co. « Broadioom Carpet Mart « Brown & Vaughan Developers * Cam 
Sales « Wilmerding Bottling Co. « The Clean.Sales Co. « Kaufmann’s « Robert Morgan Dance Studio « T. K. Roofing Co. « Savage-Haldeman Co. « Best Feeds & Farm Supplies, Inc. oa 
& Candy Co. « Foss-Hughes Co. « A.C. Kissling Co. » Knot Mfg. Co. + Liberty Real Estate & Trust Co. » William S. Scull Co. « H. E. Snyder Cigar Co. + Zippy Prods. + Girard Chevrolet Cam 
« Thompson Porcelite Paint « Food Fair Stores, inc. « Mrs. Schlorer's, Inc. « Del. Valley Corp. » Jackson & Moyer *« Raymond Rosen Dist. « Serody & Serody Bidrs. « Coombs & Mc 
Steamship Authority « Park Street Church « Conte Equipment Corp. « Mack Truck Co. + Altman's Mills « Calvary Episc. Church « Eierman Cadillac Co. « Miko Chem. & Research Co. 
« Peterson & Assocs. « Dormeyer Appliances *« Murphy Oldsmobile « Cardinet Candy Co. « Maico of San Francisco « Whitney's at the Beach » . American Sponge & Chamois Co. . 
Dien. Ine..o Badarenn.t ittie fn « Antnina 2 lann Reauty Shan « Rrives.-Maraney Ca. Ruccall Rurnatt_ine_.« Chandler 2 fn « Clinical @ 
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F} en Art Food Co. » Nat. Brush Co. « Reed Candy Co. « Roto-Rooter « Wander Co. « Art Instruction Inc. ¢ Chun King Sales, Inc. » Wisconsin Agric. Dept. « Perkins Prods. « Kitchen of Sara 
| ‘amson Dickie « Weather Proof « Mexana Heat Powder « Sarasota Terrace Hotel « United Vintners, Inc. « Nat. Aircraft Show « B. C. Remedy Co. « Briggs Cough Drops « Charles E. Hires ¢ 


| »« (Ge MUMRGe Edward C. Boyle - 5 
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Dealer aids include newspaper 


Lewin, Williams & Saylor, New 


i 7 Pus appear once apiece in each of 15;dens, Home Modernizing, House! Economists. In addition, the Elec- 
Regina Print h po notion poem Sunday supple- | Beautiful, House Beautiful’s Build-|trikbroom will be advertised to|mats, radio and tv spots, envelope 
Promotes Polisher ment, starting in late February and |ing Manual, House Beautiful’s|the hotel and motel field through |stuffers, displays and counter 
running through June. Guide for the Bride, House & Gar-| American Motel Magazine, Hotel | booklets. 
j and Electrikbroom Ad copy for the polisher reads: |den, House & Garden’s Book of | Bulletin, Hotel Management, Hotel | 


Rauway, N.J., Jan. 17—Regina| floors. Do they reflect a smart, | Living for Young Homemakers, | Journal. 


Corp. has okayed what it says will| well-groomed you?” In the Elec-|McCall’s, The Saturday Evening| A third product, the Regina 
be the biggest campaign in its 64-|trikbroom ad, “three smart host-| Post, Small Homes Guide, Sunset | Model A twin-brush floor ma- 
year history, a spring promotion| esses” tell how they “company |Magazine and This Week Magazine. | chine, will be advertised in Better 
for its line of floor machines. clean their homes in minutes with | Maintenance, Catholic Building & 


“Let’s get personal about your! Building, Good Housekeeping, Life,| World-Review and Tourist Court 


| York, is the agency. 


‘Consolidated Press Shifts 


Executives in Reorganization 
In a recent reorganization, sev- 


Color pages featuring the Regina | the Electrikbroom.” ® Ads for both products also will| Maintenance, Institutional Feeding |¢T@l staff changes have been made 


twin-brush polisher and scrubber The media list includes Amer-|run in What’s New in Home Eco- & Housing, Institutions and Modern by . 
|Donald R. Shepherd, formerly di- 


‘rector: of advertising of Farmer’s, 


or the Regina Electrikbroom will! ican Home, Better Homes & Gar-|nomics and Forecast for Home Sanitation. 


cnmer Corp. + Lee Limited” s Mian Margarine « PIougW Sales Cor @ S.0.S. Co. « Fred W. Amend Co. « Anheu: usch, Inc. * Bonnie Jonnie « B « Ral Cigare 
_Canners * Nat. Tea Council » Nicolay-Dancey Co. » Planters Nut & Choc. Co. « Ratner Promotions: « Reddi-Wip, inc. « Swift & Co. » Toni Co. ¢ William Wrigley, Jr. Co. « Bell Telephone 
v0. ¢ Pro-Kleen industries, inc. « Rayco Mfg. Co. « Salada Tea Co. « San Giorgio Macaroni Co. * General Motors Corp. « Statler Tissue Corp. ¢ Sunshine Biscuit Co. « Wine Corp. of 
Ses, Inc. « Pen-Jel Corp. » Libby, McNeil & Libby ¢ Roberts, Johnson & Rand « Big Top Peanut Butter « Barton Mfg. Co. « Robin Hood Flour * Motorola, Inc. « Rival Packing Co. « Eve: 
» Nat. Brewing Co. « Alliance Mfg. Co. « PDQ Barbecue « Ralston-Purina Co. ¢ Jack Built Toy Ca,,¢ Purex Corp. « Lilly Mills Co. « Plough Sales Corp. » Miles Lab., Inc. « Sterling Drug 
+ Shell Oil Co. ¢« Hudson Vitamins « Ansco « Chattanooga Medicine Co. « Paul Kaskell & Son « Phillips Petroleum Co. » Pan Am. World Airways * Bankers Life & Casualty « J. M. Case 
+ Utilities Engineering * Traders Livestock of Kansas City « Walker Remedy « Nat. Motel Training » Chicago Tribune » Honneggers & Co. » Omaha Livestock « Amer. Scientific Labs. « Alc 
fire Div. « Amer. Sta-Dri Co. « Met. Life Insurance Co. « Nat. Dairy Prod. Corp. « N. Amer. Insurance Co. « Oakite Products Co « Street and Smith Pubs. « Ford Dealers Assoc. »« Pomatex C 
eekly Pub’s. + Richards Bercut Pkg. » Del. State Poultry Comm. « Gorton-Pew Fisheries Co. « Keystone Macaroni Mfg. Co. « McGraw-Hill Book Co. * Science Mechanics « Cudahy Packing 
j ton Carhartt Overhall Co. « italian Swiss Colony « Amer. Tractor Co. e Barbasol Co. « Book-of-the-Month Club « Chemicals, Inc. » Calavo Growers of Calif. « Coca Cola « Goodyear Batt: 
y Lager Brewing Co. * Minn. Mining & Mfg. Co. « M.J.B. Co. » Nocona Boot Co. « Norwegian Canners Assoc. * Northwest Airlines « Pacific Tel&Tel Co. « Parks-Barnes, inc. « Union Oil C 
» Liggett-Rexall Drug Stores « C. F. Mueller Co. * Music Treasures of World » Norwich Pharmacal Co, * Paine, Webber, Jackson & Curtis « Phila. & Reading Coal & iron Co. « Wheatena C: 
h* “omatex Co., Inc. + John J. Crawley « Mohawk Air Lines, inc. « N. Y. Central System * Amer. Machine & Foundry « Amer. Airlines + Jos. Martinson & Com. « T.W.A. © Goebel Brewing 
te Dept. of Agric. « Myzon, Inc. « The Pinex Co. « Gospel Broadcasting Assoc. » Penrod Drilling Co~+ Fruit industries, inc. « Oregon-Wash.-Calif, Pear Bureau « Gen. Contzolgpe . Dolcin © 


ors + Liggett & Myers Tobacco Co. « Loew's Theaters, inc. « Marine Sardine ind. « Mentholatum Co. « Eveready Battery « N. Amer. Accident der’s Di 
© Glamorin Rog ada B Pa Ee} od wr c™~ Prentice- 
B+ Myrtle Bea rvic Bl ths Circuliies ; tone Press « El V: 
» hess Steak Silos « & P ’ ger D Cay : & m oan Co. « Me! 


Dr. Billy G nt f +) BO weane Oat Co. . . Ce Be “us - ake erieuy co. 2 gid GurD. 

mer. « Brillo Co. « Calif. Oil Co. * Cliquot Club * Emerson Drugs « G. H. C. Cigar Co. » Gravymaster Co. ¢ Robert Hall Clothes « Hawley & Hoops « Prom « Maltex Co. « Taylor-Reed C 
sorp. * Thomas Lipton, Inc. « U.S. Rubber Co. « Vacuum Baking Co. « Church & Dwight Co. * Delicia Choc. & Candy Co. « Junket Food » Amer. Philips Co. » Gen. Baking Co. « Drewe 
Co. + L. Sonneborn Sons, Inc. « Borden Co. » Bostwick Labs, Inc. « Milton Bradley « Cities Service Oil Co. « Comm. Solvents Corp. « Amer. Pencil Co..« Burlington Mills « Pressman 


» © Bowes “Seal Fast” « Gen. Retail Corp. » Honorbilt Prods. » Miller Brewing « Mysrik Adv. * Rath Packing Co. e Rival Packing Co. « Trenton Foods, Inc. « Waxed Paper Inst. ¢ Piel Bi 


orators « Phila. Distrib. « Proctor Electric « Endust Co. « V. Arena & Sons, inc. « Fred Fear Co. » Snag Pruf Zipper « C. M. Couglan « Westfield Mfg. Co. « Atlanta Sales « Chock Full 0" 
Bros. « U.S. Tobacco » Bock Drug Co. + Scott Paper Co. « Falstaff Brewing Co. « Thom McAn Shoes’ « Oscar Mayer Co. « Parsons Ammonia Co. « O’Henry « Artloom Carpet Co. + Kr 
ge + Life * Avon « Seapak Frozen Foods « Turn-A-Bed © Hazel Bishop « Western Airlines « Mobilgas « Janes Industries + Shulton, Inc. « A.C. Spark Plugs « pom & Haley Candy C 
imbell Cereal Co. « Hollingshead Corp. « Richfield Oil Carn.o Swel Frastina «Fina Eaod Brode« Enod Aeon o Alber Millinn Ca Nosidantal : _ H 
swing « Woodniks » Fradelis Foods » Lawry's Sa 
5). » Duquesne Light Co. « Farm Bureau Ins. « 
¢ Ohringer Furniture Co. « Reick Dairy Co. » 
S & S Shoe Co. « Thorofare Markets, Inc. « T 
| ren Lepley-Ford « Penna. Water Equip. » Pruyn 
i . Scull Co. « Perma-Stone Co. « Bon Bon Corp. « 
yo. Investments « Chetz Famous Food « First Savi 
| y Jones « Jakes Market ¢ Kilpatricks Bakeries « 
¢ A. Shilling Co. « Adams & Swett Co. « Boston 
. of America « Cott Bottling Co. » Craftsman | 
| ant Soup Co. « Martin L. Halli « N.E. Gas & £ 
Racing Assoc. « Serta White Cross Co. « Whiti 
i ont Pictures « Pgh. Brewing Co. « Shadyside Pr 
| op. « Otto Dairy Prods. © Pgh. Racing Assn. « 
ing Co. » Renaire Corp. © Ritter Finance Co. « 
s owers « Thacher Longstreth for Mayor » Cherry G 
an Theater « Atlantic City Racing Assoc. « Trahs 
g Co. « Eskay Dairy Co. « Fairway « Habegger F 
Co. « Kroger Co. « Lipkeys Speedways « Se 


Dr 
ci 
Bak 
Drug 
What a year! Over 2500 advertisers bought WBC in 1955. 3B 

Big advertisers bought WBC—94 of America’s 100 largest 
advertisers; 25 of the 28 companies doing a billion dollars 
worth of business, or more, a year. 

Local advertisers bought WBC—over 2200 of them. And 
these advertisers use the toughest of all yardsticks in choosing 


- astation—sales. 


iture « Schlatter Hardware oo ¢ Three Rivers You should buy WBC. You'll get the audience coverage, verage 
[| Mower « Value Hat & Shoe « Assoc. ‘ . > C 
qn - Oi AGA CE Miete > tae the power and programs that sell. Check on WBC’s 50,000- Frost C 
ery « , Inc. « " a . ° . ° 

| patrigeration ‘Cat Gate Homes « Gan hosing ° watt stations in the big markets where 4% of America shops. ry : 
ite Edwards Furniture « Electrical Distributors « Fi: 


Call Eldon Campbell, WBC National Sales Manager, MUrray 
Hill 7-0808, New York, or your WBC station. 


+, less Wallpaper & Paint Co. « Hagan ice 
| 2¢, SRC Setm Products Co. » A& BS 


|i S SURGMUIOMEOINE Ch)» Robe 
», a ghenre Merl © Borpermeste: 5 
« Gigmepeees fds = Rarvey Nash 
age Waders torte Beaches 
svigay Wis Morihessh Ajeinws, inc 

Ghee © Pole 


*P.S.—He got a raise! 


No selling campaign is complete 
without the WBC Stations 


» tee 
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WESTINGHOUSE BROADCASTING 
COMPANY, INC. 


RADIO TELEVISION 
BOSTON—W8Z+WBZA BOSTON—WBZ-TV 
PHILADELPHIA—KYW PHILADELPHIA—WPTZ 
PITTSBURGH—KDKA PITTSBURGH—KDKA-TV 
FORT WAYNE—WOWO SAN FRANCISCO—KPIX 
PORTLAND—KEX 


KPIX REPRESENTED BY THE KaTz AGENCY, INC. 
ALL OTHER WBC STATIONS REPRESENTED BY FREE & PETERS. INC. 


» 


Saeeenaemp « Trude of Calif. « Wesley Distrib. Co. » Craig Movie Supply « Gen. Beverages * Golden Grain Macaroni « Nurseryman’s Exch: 
ame Connolly Buick Co. + Corcoran Co. « Pa. Railroad « E. M. Ryan, Inc. « Double H. Breakfast Orange Juice Co. « Jamestown Upholstery C 
a meee, * Liebman's Dept. Store « Linton’s Rest. « Lit Bros. « Meg's Macaroni Co. « Ortlieb Brewing Co. « (*hila. Electric Co. » Provident Trust C 
: 1s See © Wurts Dulles and Co. + Zippy Prods. « Phila. Nat. League « Repub. State Comm. « lronees Company « Wm. Montgomery Co. « Everwear C 
i: Aggea, + Orchard Beemery Club + A. H. Heine Co. + Holiday Lake ¢ Noel's Service Center + Dean Nellans « Bob Berry-Ford « Central Lyons Club » Jerry Swanson, 
Chistes. » are < * Charles Pontiac « Rustcraft Card Co. « West End Chevrolet * Adley Express Co., Inc. « Morrison & Schiff * Brockton Fair « Raytheon Mfg. C 
i ic Mineral Speen Somme RIE CO. » Hamburg Bros. » Harmony Dairy « Lawrence Paint Co. » Proie Bros. « Pro-Kieen Industries, Inc. ¢ Edgar Silver Food Broker « Sleepwell Prods., 
H Mamaux & SONS © Pitt Storm Window + U.S. Steel Workers Union « Business Training College « Nat. Record Mart « Thompson-Haldeman Co. « York Chem. Corp. « C. Schmidt & Sons, in 
Phila. Home Show « Lit Brothers « Booth Bottling Co. » Dottie’s Frozen Foods * James Industries, Inc. * Supplee Wills Jones « Berio Vending Co. » Phila. Inquirer « Marshman Pro 0 
inc. « Fruit Industries, Inc. « Elmer D. Grant Co. « Healer Motors « Maridor Restaurant « Mass. Dept. of Agriculture « Motor Car of N. E. « N.E. Milk Producers « Personalized Service, In 
a. Valley Water Co. « Standard Air & Lite Corp. « Heritage House, Inc. « Golden Triangle Assn. « G. B. Supply Co. » Sid Kaufmann « J. Miller Piano Co. ¢ Protex Wax « Charies French 
ewelers « Tappan Stoves « Antioch Trade Ass'n. « John Oster Co. « Mary Doris Pie Crust « Santa Clara Packing Co. * Voit Rubber Co. « C.V.A. Corp. « Stigilitz Chas. Sales Co. « 
idetad Maneteuatina Ma. n eo Mr, laa Eactarn Darine Aeone Seeev Bavrie San. Clanwand Panna la. Matenrafiar 2 Sno. Usceantald Bene. Macth Amaciane 


os 


Consolidated Press, Toronto. 


has been named general manager 
of business publications of Consol- 
idated. He succeeds Hal Cooke, who 
was transferred to CKEY, Toronto, 
to handle sales. Reginald Jeffs suc- 
ceeds Mr. Shepherd at Farmer’s. 

Howard Cash, formerly circula- 
tion manager of the business paper 
division, is now advertising man- 
ager of Manufacturing & Industrial 
Engineering, taking over from 
Crawford Miller, who has joined 
MacLean-Hunter Publications. 
Charles Wilson has been promoted 
to manager of Motor’s advertising 
staff. 


Tue Associated Business Pusticatiens 
Founded 1906 + 205 East 42nd St., New York 17. N. Y. 


OBJECTIVES: Introducing new Reynold’s Do-it-yourself Alumi- 
num and showing its wide potential market. Setting up dealerships 
for the new line and encouraging deaier sales promotion efforts. 
few months, 10,000 dealers carried the new line. A later promo- 
tion found almost alli of the 10,000 dealers using advertiser- 


SCHEDULE: Two-color pages in four merchandising publications. 
RESULTS: “The first ad brought in 1,500 dealer inquiries. In a 


AGENCY: Clinton E. Frank, Inc. 
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How Reynolds Metals Co 
uses businesspapers 


to get dealers for a new 
do-it-yourself line 
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The New STANDARD METROPOLITAN 
ss... of EVANSVILLE, INDIANA 
OVER 200,000 POPULATION 


On October 19, 1955 Henderson County, Kentucky was 
officially included in the Evansville Standard Metropolitan 
Area according to the U.S. Bureau of the Budget, Statis- 
tical Standards Division. This places the area among the 
first 100 Metropolitan Areas in the United States. 


Evansville 


TOTAL 16 county market... nearly 4% mil- 
lion population. Courier and Press circulation 
daily, 8 out of every 10 families — Sunday, 2 out 


of 3. 


An Excellent Test Market too! 


@ Isolated but readily accessible 

@ Representative in size 

@ Has many diversified industries 

@ Has an abundance of natural resources 
@ Has a representative, stable economy 
@ Many © Test Market features 


the evansville : 


Represented Nationally by: General Adv. Dept. 
— Scripps Howard Newspapers 


the evansville 


Press | Courier | — 


Schlitz Claims 1955 
Beer Championship 

Jos. Schlitz Brewing Co., Mil- 
waukee, produced 5,780,000 barrels 
of beer in 1955, thus becoming 
world leader in the industry, ac- 
cording to Erwin C. Uihlein, presi- 
dent. 

Mr. Uihlein predicted last month 
that the year’s production would 
|top that of Anheuser-Busch Inc., 
'St. Louis. He then estimated 
Schlitz’ production at 5,800,000 
/barrels and Anheuser-Busch at 
| 5,500,000 barrels. Anheuser topped 
| Schlitz in 1953 and 1954. 


‘Esquire’ Expands Edition 
Esquire is expanding the circu- 
| lation of its new western edition to 


and Navy post exchanges in Guam, 
Okinawa, Japan and Korea. The 
guarantee remains at 100,000, but 
the magazine said the addition of 
these places “will bring total de- 
livered circulation to more than 
130,000.” 
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representative 


he advertising representative from 

EBONY magazine who calls on you 

is a thoroughly well-qualified advertising 

and sales promotion man. He has had close, first- 
hand experience with Negro buying habits... 
Negro likes and dislikes ...and what motivates 
the Negro to buy or not to buy products that are 
advertised to him. The representative from 
EBONY brings to your selling problem the accu- 
mulated knowledge of hundreds of companies 
that have successfully used America’s No. 1 


Negro advertising medium. He has market data 
that is without equal and statistical information 
on the Negro that will open your eyes to new 
sales opportunities in many markets where you 
could do a better selling job. Bring your thinking 
up to date on the buying potential of America’s 
16 million Negroes and their responsiveness to 
products that are advertised to them in a maga- 
zine they read and believe in. Increase your 
sales in this readily accessible market. Let the 
EBONY representative bring you the FACTS. 


NEW YORK: 55 W. 42nd St. « LOngacre 4-0776 © 
LOS ANGELES: 1127 + Mutual 5301 


|include Alaska, Hawaii and Army | 


Advertising Age, January 23, 1956 


all, Day's Plan 
(All-Day Promotion 
in Tacoma in Spring 


| Tacoma, Jan. 17—It’s an “all- 
Day’s” promotion scheduled for 
spring by Monsanto Chemical Co., 
maker of the detergent all, in con- 
|junction with Day’s  Tailor-d 
Clothing Inc. here, which bills 
itself as the West’s largest pro- 
ducer of men’s slacks. 

| Monsanto will supply 200,000 
| 50¢ coupons to be used as pocket 
|inserts in Day’s washable Iron 
|Duke whipcords, wash’n wear 
|gabcords, Washable San Juan 
slacks and Wash’n Wear San Juan 
slacks. The coupons will be re- 
|deemable on the purchase of a 
| package of all. 


® Three basic promotions have 

| been set up for Day’s dealers who 
tie in with the “Washable/Wash’n 
| Wear promotion.” Where dealers 
| use a washing machine as part of 
| their display, Monsanto will send 
|around its sales promotion per- 
sonnel to help the dealer get hold 
of a washing machine and to work 
with the dealer’s advertising de- 
partment in scheduling ads and 
arranging department and window 
displays. 

Monsanto’s home laundry con- 
sultants will be available to put 
on complete laundry demonstra- 
tions featuring Washable and 
Wash’n Wear San Juan slacks and 
other washable and non-competi- 
tive garments offered for sale by 
the store. 

Participating dealers also will 
have a full display kit from Day’s 
Tailor-d Clothing. Day’s will fur- 
nish newspaper and radio adver- 
tising kits. Radio and newspaper 
advertisements in the all-Day’s 
push will be eligible for credit on 
a matching funds basis (50/50) 
under Day’s 2% cooperative pro- 
gram, Day’s reported. 


Young Joins Potts-Woodbury 

Willard H. Young, management 
consultant and former H. J. Heinz 
Co. executive, has been appointed 
director of marketing and research 
of Potts-Woodbury, Kansas City, 
which until Jan. 1 was known as 
R. J. Potts-Calkins & Holden (AA, 
Nov. 21, 1955). Mr. Young, with 
Heinz for 15 years, spent the past 
five years directly assisting H. J. 
Heinz II, president, in analyses of 
sales promotion and advertising 
programs and evaluation of mar- 
keting data. 


Spooner Joins Colson 

John B. Spooner has been named 
advertising and sales promotion 
manager of Colson Corp., Elyria, 
O., manufacturer of casters and 
| wheeled products for institutions 
and industrial material handling 
equipment. Mr. Spooner was 
formerly western district manager 
of Acme Quality Paints. 


A. C. Nielsen Promotes Two 


| Edward F. Evans and George M. 
Baillie have been promoted to ac- 
‘count executives of A. C. Nielsen 
| Co., Chicago. Each will serve sub- 
|scribers to the company’s local 
|area radio-tv measurement serv- 
ices. Mr. Evans will be in the New 
York office, Mr. Baillie in Chicago. 


reach 5553 
POLICE CHIEFS 


via this all-selective 
medium! They buy uni- 
forms, communications, 
weapons, traffic sys- 
tems, parking meters, 
conveyances! Get the 
full story... TODAY! 


NATIONAL REPRESENTATIVE j 
Wm. C. CcCOoOPP & Associates EPA " 


1475 Broadway, New York 36, N.Y. 
35 East Wacker Drive, Chicago !. Ii! 
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The Billboard Scoreboard * 


@ Syndicated Film Adventure Shows — © Web Adventure Shows 


AMONG CHILDREN. | 1. Lassie, Campbell Soup, 
1. Ramar of the Jungle (TPA) Kellogg (CBS) 
AMONG CHILDREN 
1. Fury, Gen. Foods (NBC) 


Sid 
es a 


and now, climbing overnight, 


‘a)’s newest (t/o/p| program 


a MONTE CRISTO 


co-starring GEORGE DOLENZ and NICK CRAVAT 


The new, exciting “TPA Tops’’ costume-adventure series, based on the greatest selling novel 


of all time. Racking up top ratings wherever it’s playing . . 


=: 24.1' outrating $64,000 Question’’ 
oe ae Re ace 18.5° San Diego ............... ot eee 25.8' 
Medel 6 28 Oo aie Albuquerque on... cece 20.3' 


sold in 59 top markets 


for such top advertisers as Montgomery Ward, United Gas, Maison Blanche, Pepsi Cola, 


ee eee New England Bakeries, W. P. Fuller & Co., Petri Wine. 


1 November Videodex 


2 November Pulse Some choice markets still available. Wire us collect today to have your TPA representative call. 


brings you the Top Programs of America 


NEW YORK: 477 MADISON AVE. *« CHICAGO: 360 N. MICHIGAN AVE. « LOS ANGELES: 5746 SUNSET BLVD. 
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No, we’re not first in circulation! 


No, we’re not first in advertising pages! 


..-then what makes this magazine 


the aviation pacemaker? 
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28% gain to 1,419 pages 


18% gain to 2,193 pages 


ES 


Better keep your eye on American Aviation. It’s hot! Display pages 
up 384 percent since 1948 . . . 309 pages in 1955 alone. Ditto for 
circulation, up from 11,778 in °51 to 44,419 by mid-year in 1955 
. .. 22,276 gain in all-paid subscribers plus an additional 10,360 
on-target distribution to provide top-efficiency-coverage. 
What's behind it? What else but an editorial get-up-and-go that’s 
getting more and more readers into the book . . . that’s paying off 
for their time with more news, more utility per editorial column 
inch. More and more aviation people are finding this the only aviation 
paper they have the time to read. 
Superb aviation news resources. Even with a 24-man editorial staff, 
we doubt if ours is the biggest crew in the business. But behind 
American Aviation’s editors, just about the finest news resources 
anywhere . . . the staff and correspondents of the industry’s only 
daily news service . . . to say nothing of the extraordinary research 
and statistical facilities of the field’s basic guides and directories. 
News with a bite! And biting deep into every facet 
as... of aviation . . . military and manufacturing, 
commercial and civilian, domestic and foreign. Fast, 
sure-footed, the authority quoted by newspapers and broadcast com- 
mentators. Conspicuous, too, American Aviation’s international 
reporting, its “news” treatment of technical developments for the 
harried engineer and hurried executive. 
It’s an editorial state of mind. And it’s apparent from the first moment 
you open American Aviation. Where else so forthright an “Editorial 
Page”. . . the now famous “Talbott” editorial for one . . . more 
recently, the blunt attack on the CAB decision re the non-skeds . . . 
and the unforgettable “Russia Between Haircuts”. It’s a personal 
brand of journalism, lost in recent years by an over-professionalism 
with many business papers. It’s warm, intimate, responsible. You’ll 
see it reflected in “‘Airtrends”’, “Industry News Digest’’, “West Coast 


Talk”, “Business Flying”’, “Transport Trends” and the other special 
features of this magazine . . . right to the very last page where 
you'll read Wayne Parrish’s “En Route”, perhaps the single best 
read “‘column” in any aviation paper. 

It rubs off on the advertiser! Only a great editorial service can make 
a great advertising medium. This is so, regardless of size. Is the New 
York Times the largest newspaper in the world? Has The New 
Yorker the mightiest magazine circulation? In aviation, for the sake 


of your sales and your future, hitch on to the ascending star. 


Grow with aviation’s fastest-growing paper. . . A mM e rl Ca NM Avi ati O rn) 


1025 Vermont Ave., N.W., Washington 5, D.C. La Guardia Airport, N.Y. 
139 North Clark St., Chicago 2, Ili. 8943 Wilshire Bivd., Beverly Hills, Calif 
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Du Pont Competes with Itself in Campaigns |r. 


Now Du Pont says: “Nylon is 


for Rayon, Nylon Cord in Car, Truck Tires} —=— king @ major impact on the au- 


tomotive tire industry and appears 


Advertising Age, January 23, 1956 


senger car tires, compared to three | week, The Saturday Evening Post, 
in 1953 and 27 in 1954. Two 1956/ Sports Illustrated and Time. Ads 
Chrysler models, the Imperial and | will stress the safety theme. 

the New Yorker, carry nylon cord) Meanwhile, the American Rayon 


WILMINGTON, DkL., Jan. 17—E. I. tion stories tracing the history of| destined to become the dominant tires as part of Chrysler’s i i i inuing i 
, : aU s increased | Institute al ~ 
du Pont de Nemours & Co. is a big|tire cord, showing an evolution) tire cord.” “ ae See ens ee 
company. It makes both rayon and | from cotton to rayon and now to| The swing to nylon can be seen 


nylon. And this explains why the|;nylon. Du Pont’s high-tenacity 
giant chemical concern is support-| rayon, Cordura, was introduced in 
1934 and generally replaced cotton | truck tires on the market; in 1954 


ing simultaneously an industry- 


in its greater use in truck tires. 
There are now 155 brands of nylon 


wide drive for rayon cord tires and|in tires during World War II. there were 12. 
In 1953, Du Pont came out with}; Nylon cord tires also are being 


a promotion of its own for nylon 


cord tires. still 


you lose. 

A $1,650,000 campaign in behalf 
of rayon cord tires got under way 
last May under the auspices of the 
American Rayon Institute, through 
the good offices of McCann-Erick- 
son. 

Seven rayon-producing compa- 
nies make up the membership of 
ARI. Contributions are determined 
by total annual sales of each mem- 
ber, which makes Du Pont far and 
away the biggest supporter of the 
institute. 


@ In announcing the campaign 
last year, Benjamin Wood, execu- 
tive director of ARI, reported that 
rayon cord already has 90% of the 


HEADS, DU PONT WINS—E. I. du Pont 
de Nemours & Co., with an interest | 
in both rayon and nylon, is using | 
this ad as part of a print drive, | 
through BBDO, supporting nylon | 
cord tires as “the finest.” 


tire market. He explained that the | 
purpose of the ad drive is to re- | 
inforce this market hold by making | 
more drivers aware that they are | 
riding on rayon cord. | 

A series of spreads and full- 
pages in Collier’s, Life and The 
Saturday Evening Post featured | 
the themes: “Premium safety at | 
no premium in price” and “Be sure 
you ride on rayon—world’s leading 
tire cord.” 


s In the fall, du Pont began com- 
peting with itself. It launched, 
through its own agency, Batten, 
Barton, Durstine & Osborn, a print 
campaign pointing out that “the 
finest tires are made with nylon 
cord.” 

The Du Pont ads played up the 
“extra strength” of nylon cord 
tires, citing their use on heavy 
bombers and the fact that they “are 
now standard equipment on com- 
mercial airlines.” 

As a backstop to the advertising, 
Du Pont reieased product informa- 


+3 B. pnBi 
PPLACOpYRIGHT 


gee a SEN aes 


Touchy readers get ideas thot Adver- 
tisers or Agencies hove invaded their 
rights. When oa claim is filed, you 
need our 
“INSURANCE 

devised especially to take the sting 
out of these cases. It’s surprising! 
inexpensive and it does the fob 
adequotely 


a stronger rayon, Super- | used more on passenger cars. There 
It’s a case of heads, we win, tails,| Cordura, which quickly replaced|are now 86 brands of nylon pas-| each of the following: Life, News-| As the leading supplier of both 


-emphasis on safety and depend-| motion of rayon cord tires, al- 
ability. |though a new print schedule has 
not been set yet. 

® In 1956, Du Pont will continue) And Du Pont isn’t giving up on 
to support nylon cord tires with a|rayon cord either. It has in the ex- 
| consumer ad campaign running} perimental stage a new rayon 
from February through November. | product said to be even stronger 
| Eight insertions are scheduled for | than Super-Cordura. 
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& CONSTRUCTION 
- 10th record-breaking year in a row 


PGs ante See 7 kis fo eo ee 


Where is business headed in 1956? 


An industrialist, 


a labor leader, and an 


economist give businessmen the answer in 


ELECTION YEAR REPORT BY 
THE PRESIDENT’S CABINET 


. .. Each member, in his own words, sums up 
his aim and accomplishments . . . together, 


they present a record of intense interest to 
businessmen throughout the country. For 
what’s happening to government in this 
important election year is just as vital to- 
management as news and trends of produc- 
tion and marketing. Don’t miss “Election, 
Year Report”, starting on page 25, January 
Nation's Business. 
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reasonably sure that whatever cord 


out of Wilmington. 


Pays Tribute to Ad Council 
for Better Schools Campaign 


for the Public Schools 


Advertising Age, January 23, 1956 


of these materials, Du Pont can ne Roy E. Larsen, president of 
: |Time Inc., and chairman of the 
‘s used in tires it will be coming | commission, told more than 1,500. 
|persons at the commission’s sixth | 
| annual Citizens Assembly on Edu- | 
cation in New York that without) Howard Newspapers, issuing its | 
the support of the council and its| 9th annual grocery product distri- ‘that 77.8% of all brands have less 
National Citi Cc << Better Schools campaign the great|bution survey, emphasizes once|than 30% 

itizens ommission | strides made in school improve-|again that few brands really have|store brands are not covered in 
sc paid tribute| ment work would not have been national distribution. 
to the Advertising Council last) possible. The council estimates that 
week for its “generous contribution | some $20,000,000 has been donated 
to the improvement of the educa-| to the campaign by media and ad- 
tion of America’s children.” 


vertisers since 1949. 


The survey covers product dis-| 
tribution in grocery stores in the siderable city-by-city variation in 
16 cities where Scripps-Howard distribution patterns. For example, 
publishes newspapers. It covers 76| Blue Bonnet margarine has 82% 


‘Only 22% of Brands Are Sold in 30% or More 
of Groceries, Scripps-Howard Survey Shows 


New York, Jan. 17—Scripps-| different product classifications. 


A combined city report shows 


the survey.) 


distribution. 


The report indicates there’s con- 


The December issue of Nation’s Business con- 
tained a 1956 forecast probing three viewpoints 
vital to businessmen. Nation’s Business obtained 
exclusive interviews with Henry Ford II, labor 
leader George Meany and U.S. Chamber of Com- 
merce economist Emerson Schmidt to present 
informative reports on the basic factors that will 
help shape our economy in the coming year. 

“Outlook for °56” typifies the “look ahead” 
business journalism of Nation’s Business. Timely, 
authoritative . . . the broad-scoped perspective of 
Nation’s Business is invaluable to owners and 
active leaders of successful industrial and com- 
mercial enterprises. 750,000 subscribers —includ- 
ing 550,000 owners, partners and presidents — find 
in Nation's Business clear, vivid articles of busi- 
ness-in-the-making . . . analyses, appraisals and 
interpretations of developments influencing the 
future of business. 


iousiness 


(INFORMATIVE) 


(LONG LINES) 
APSCO PRODUCTS, INC. 
AUTOPOINT CO. 

BAY WEST PAPER CO. 


BURROUGHS CORP. 


CARDMASTER CO. 


COLORADO, STATE OF, 


DEXTER PRESS, INC. 


EXECUTONE, INC. 


THE OLIVER CORP. 


HARDWARE MUTUALS 


PLANNING, INC. 


Because of the widespread acceptance of 
Nation’s Business among business owners, its 
circulation parallels the national distribution of 
business and industry. Nation’s Business has more 
than 250,000 subscribers in cities over 50,000 
population — and, in towns and cities under 
50,000, Nation’s Business 500,000 circulation 
more than doubles the penetration of the next 
two general business magazines combined. 

Leading advertisers of building materials . . . 
plant sites . . . communications and office equip- 
ment . . . transportation and insurance to busi- 
nesses—report that Nation’s Business gives their 
salesmen “an entree to successful businessmen” 
and produces outstanding new business leads 
both “quantitatively and qualitatively.” The grow- 
ing list of advertisers in Nation’s Business indi- 
cates that action-in-business results when you 
advertise to business in Nation’s Business. 


AERO MAYFLOWER TRANSIT CO., INC. 
ALLEN, R. C., BUSINESS MACHINES, INC. 
AMERICAN CREDIT INDEMNITY CO. 
AMERICAN TELEPHONE & TELEGRAPH (0. 


AMERICAN TELEPHONE & TELEGRAPH CO. 


BLUE CROSS COMMISSION 
BLUE SHIELD COMMISSION 


BUTLER MANUFACTURING CO. 


CAST IRON PIPE RESEARCH ASSN. 
CHESAPEAKE & OHIO RAILWAY 


DEPT. OF DEVELOPMENT 
CURRIER MANUFACTURING CO. 
DETEX WATCHCLOCK CORP. 


EASTMAN KODAK CO. (VERIFAX) 
ENGLEWOOD SAVINGS AND LOAN ASS'N. 
EVANS SPECIALTY CO., INC. 


FARQUHAR, A. B. DIVISION, 


FELT & TARRANT MANUFACTURING CO. 
FRIDEN CALCULATING MACHINE CO. 


INDIANA DESK CO., INC. 
INSTITUTE FOR BUSINESS 


INTERNATIONAL BUSINESS MACHINES 


JANUARY ADVERTISERS IN NATION’S BUSINESS 


JOURNAL OF COMMERCE, THE 
KELLOGG SWITCHBOARD & SUPPLY CO. 
MAY, GEORGE S., CO. 


MINNESOTA, STATE OF, 
DEPT. OF BUSINESS DEVELOPMENT 


MISSOURI DIV. OF 
RESOURCES & DEVELOPMENT 


MITTAG & VOLGER, INC. 
MODINE MANUFACTURING CO. 
MORRIS, BERT M., CO. 

NEW YORK LIFE INSURANCE CO. 


PENNSYLVANIA LUMBERMEN’S 
MUTUAL INSURANCE CO. 


PITNEY-BOWES, INC. 

PHOENIX OF HARTFORD GROUP, THE 
PORTLAND CEMENT ASS'N. 

PRAT-DANIEL CORP. 

QUANTITY PHOTOS, INC. 

QUEBEC, PROVINCE OF, TOURIST BUREAU 


RAILWAY EXPRESS AGENCY 
(AIR EXPRESS DIV.) 


REMINGTON RAND 

REZNOR MANUFACTURING CO. 
RHODE ISLAND DEVELOPMENT COUNCIL 
SALEM CHINA CO., THE 
SCHIEFFELIN & CO. 

SHAW-BARTON 

SIRE PLAN, THE 
STROMBERG-CARLSON CO. 

TEXAS COMPANY, THE 

TROPICAL PAINT CO. 

UNION CARBIDE AND CARBON CORP. 
VICTOR ADDING MACHINE CO. 
WILLYS MOTORS, INC. 

ZIPPO MANUFACTURING CO. 


Nation’s Business 


: @la 
750,000 PAID CIRCULATION 
— Read by 75,000 executives of 
business members of the National 
Chamber of Commerce and ...675,000 
other leaders of the American business 
community who paid for their subscrip- 
tions at the annual rate of $6.00. 


outiook 
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distribution in Indianapolis but 
only 26% in Cleveland groceries. 
Minute Maid frozen juices have 
89% distribution in San Francisco 
but only 12% in Columbus, O. 
The same is true for other brands. 

Brands with strong distribution 
everywhere are: Kellogg’s Corn 
Flakes, its lowest point being 60% 
in Fort Worth; Jell-O, with a low 
of 87% in Albuquerque; Franco- 
American spaghetti, with a low of 
84% in Indianapolis; Carnation 
Milk, with a low of 83% in Cincin- 
nati and Denver, and Campbell’s 
soup, with a low of 96% in Wash- 
ington. 

The survey also shows city-by- 
city differences in products car- 
ried by grocery stores. For ex- 
lample, 99% of San Francisco 
|groceries sell beer, but the figure 
is only 4% for Albuquerque and 
22% in Knoxville. Only 43% of 
New York groceries carry tooth- 
paste, but apparently all groceries 
in Houston carry it. 

Copies of the report are avail- 
‘able from Scripps-Howard adver- 
| tising offices. 


| A New “Hat” for KLEEN-STIK 


| 3 years and 36 columns after our 
first *“*Stickin’ Around”? message, 
we're celebrating our birthday by 
wearing a slick new “‘iopper.’’ We're 
still doing business at the old stand, 
bringing you new, profitable ideas 
about KLEEN-STIK — the always 


new miracle moistureless adhesive! 


|New "See-Thru” for 
TAMPA CUBS 


| Transparent window and door — 
| help build solid sales for TAMPA 
| CIGAR CO., INC., of you-know- 
| where, Florida. Prexy CHARLIE 
STICH, a KLEEN-STIK fan of 
long standing, sticks with “‘more of 
the same” in this new application. 
The “wide-open,” colorful trans- 
parency goes up easily on the inside 
of windows or doors with peel-and- 
press KLEEN-STIK strips. Deal- 
ers like the way it “floats” before 
customers’ eyes without cluttering 
up the view. Big eye appeal in small 
area was cooked up in conjunction 
with D. G. DANIELSof DANIELS, 
INC., Tampa screen printers. 


Talk about Babies! 

This “Baby Time”’ shelf talker does 
itfor LIBBY, Mc NEILL& LIBBY, 
Chicago packer, in a way customers 
can’t miss. Projecting from shelf 
edges with die-cut-and-scored “dou- 
ble-talk” construction, the copy 
plugging Libby’s Baby Food 
show is visible from both sides. 
KLEEN-STIK strips hold it firmly 
to shelf edges or cash register. 
Planned and merchandised by 
LIBBY’s Ad Department staff, with 
striking 2-coior printing on 
KROMEKOTE card stock by E, 
RAYMOND WRIGHT, Chicago. 


Have you a favorite KLEEN-STIK 
display or label you'd like to see 
featured in this column? Send us a 
sample and full details, including 
the names of the people responsible 
for designing and producing it. 
There’s a valuable surprise prize for 
every contributor! 


KLEEN-STIK PRODUCTS, INC. 
7300 West Wilson Avenue * Chicago 31, Ill. 
Pioneers in pressure sonsitives fer Advertising and Labeling 
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Can you tell a uad sin byits shape? 


| REPRO ge we - 


Can you read these signs at armis length ? 


ee ee 


Up to 44% of Readers to Test Selves 


(Continued from Page 3) , directly and specifically to driving | 


7 
if vy 
IE. 
If the respondent had read the Problems rather than when they) 


i 

| U 
preceding Tuesday’s newspaper, he| deal with personal capacities. Re-| 
was questioned about the ads in| SPonses to the ads on lengths back, | 5] 7 
the dummy. He also was asked|Toad signs and right of way, re db 


whether he did the tests in the| the above table shows, were more 

Shell ad. The interviewer then | effective than the eyesight ad. ' How fast : h ach 

asked him to read the Shell ad and| These findings were further Can Wu Louch ¢ : square 
in numerical order? 


questioned him about his reac-| Supported when the ads were run 
WITHIN 1 @DDs 


Shell Finds Safety Quiz Ads Induce 


tions to it and about whether or| Without such elaborate testing in 
not he thought the Shell message "€wspapers in six other cities. 


Ne ee ee te ene 
o we 


would make drivers more safety 
conscious. 

The respondent was then ques- 
tioned in the same manner about 
the Thursday edition of the news- 
paper, using a similar four-page 
paste-up. | 


* A total of 24 competitive ads 
were compared with the Shell ads. | 
These included national ads by' 
other oil companies, automobile! 
companies, tire companies, a mail 
order house, an insurance compa- 
ny, a bank and a soft drink manu- 
facturer, plus ads for dental cream, 
cosmetics, coffee and electric ap- 
pliances. 

In every case, Kenyon & Eck- 
hardt’s report shows, the Shell)! 
ads were more often noted and 
better read than the comparison 
advertisements. Of the total of 
1,849 respondents, 74% had noted 
the Shell ad; the other 24 ads had 
been noted on the average by 45%.| 
From one-half to all of each Shell 
ad had been read by 39% of the 
respondents, while on the average 
the others had been read to the 
same extent by only 12% of the 
respondents. : 

(In Charlotte the ads were noted 
more than in Tacoma, but more 
Tacomans read half or more of the 


copy.) 


® The Shell ad that got the high- 
est score for being noticed and 
read and for inducing readers to 
test themselves was the one based 
on the shapes of road signs. An 
average of 44% did the test in the 
two cities. The one that rated low-)| 
est was the one based on an eye- 
sight check calling for the reader 
to place the ad 20’ away for visual | 
acuity test. 


These included the Knickerbocker 
News and the Times Union, in 
Albany, N.Y.; the Dispatch, Co- 
lumbus, O.; the Chronicle, Post 
and Press, in Houston; the Journal 
and Sentinel in Milwaukee; the 
Bee and Union in Sacramento, 
Cal.; and the Times in Trenton, 
N.J. 


@ The lead-off ad had a noted 
rating of 77% and a participation 
rating of 39%. As will be seen 
from the accompanying illustra- 
tion, it consisted of twelve num- 
bers in outline numerals in black 
outline squares. The head, under 
the numerals, asked “How fast can 
you touch each square in numeri- 
cal order?” If a reader could do it 
in nine seconds, he was told his 
reflexes were about average. Sev- 
en seconds was considered very 
good time and five seconds excel- 
lent. 

Readers were told that if they 
required more than nine seconds 
their reactions were too slow, 
and they were advised not to drive 
over 45 mph. 

“Like every good neighbor in 
your community,” the copy said, 
“Shell Oil Co. is interested in your 


for everybody. 

“If this test helps you to think 
a little more about safe-and-sane 
driving, the test will have done 
what the Shell people set out to 
do. 


|@ “Possibly you may want to tear 
out this page and try it on your 
teen-agers, too,” the copy suggest- 


‘ed. “And remember,” it added, 
“the final test is always when 
you’re behind the wheel. 

“Shell—your sign of a better fu- 
ture on the road—suggests that 
you and all motorists drive safely 
and carefully now...and in the 
future.” 


The results on the relative aver- 
age performance of the six ads in 
the two cities is as follows: 


How Shell Ads Pulled 


(Average of two cities) 
Noted Read Did Test 


50% tifically developed and thoroughly 

or more tested. They were approved by the 
Road signs (3) ....... 86% 44% 44%) Automotive Safety Foundation, | 
Reaction time (1) ........ 77 44 39 | Washington, D.C. 
Steering grip (4) ........ 74 4l 38 In each area where the ads were 
Right of way (5) ........ 72 37 28 | run, kits containing reprints were 
Length stay back (6) ..69 38 35 | sent, with a letter, to Shell dealers, 
Eyesight (2) ........00ve 63 29 20 (government officials and civic 


, , |leaders, radio and tv commenta- 
Shell has undertaken this cam-| +7. service clubs and optome- 
paign in the interests of safer driv- trists, telling them about the ads 
ing. There have been a number of| and the purpose of the campaign. 
safe-driving campaigns, but the Responses have far exceeded ex- 
company and its agency believe pectations, AA was told. 
this one is ror tend because, instead | Similar kits are being sent out 
of simply telling people to drive) +, be delivered next week, when| 
safely, it requires them personally}. ads break in the 100 cities on| 
to learn more about their driving|+,. Shell schedule. In addition, | 
by participating in a safe-driving Shell dealers will have blow-ups| 
effort. on display at their stations, as 
well as coated reprints. 


® The men largely responsible for! 


developing the ads and supervising 
the tests were Harold L. Curtis, Campbell Expands Ad Program 
vp in charge of public relations,; Campbell Soup Co., Camden, 
Shell Oil Co., and Anderson F./N. J., plans an expanded advertis- 
Hewitt, account supervisor; Doug-| ing, merchandising and public re- 
las Keys and J. Clark Mattimore, lations program for its Campbell 
account executives, and Larry) Kids promotion. In addition to last 
Mulhern, copy group head, at) year’s program in Life and on two 
Kenyon & Eckhardt. network television shows, and con- 
From the point of view of cre-|tinuing public relations and mer- 
ative guidance, the tests have! chandising, Campbell will also use 
demonstrated that the subjects | Sunday supplements in 105 new 
covered in future ads will be most) markets. Grey Advertising Agen- 
successful in making drivers more| cy, New York, handles the Camp- 
safety conscious when they relate! bell Kids licensee program. 


The tests in the ads were scien- | 


WITHIN 5 SOU 
MORE THAN NINE Sc ONDS? YOUR REACTIONS ARE 
TOO SLOW. DONT DRIVE OVER 46 MPH 
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Which is the safest grip 
| _ on your steering wheel ? 


os 
+ 
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Safety experts say the "10:20 o'clock™ position gives you 
the safest control of the steering gear But no matter 


how 


TEST TESTED—Shell tested these six newspaper pages 
welfare. One of our jobs is to %voted to driving safety education in Charlotte 
help make the roads and highways | @"d Tacoma and concluded that the public is more 
—the great personal transportation | willing to test itself on driving skills than on its 
| system we serve—safer for you...| physical abilities. No. 3 attracted most notice and 


Ifnot, HAVE YOUR EYES EXAMINED 
BEFORE YOU DRIVE 


cam cx cearees @) ap on. wml 
a =. 
When do you have the right of way? | How far from the carin front 


} 


induced most reader testing, though No. 1 was read 
as fully. No. 2 was weakest by all criteria. The final 
three were close together in both readership and 
audience participation. The ads will start running in 
100 cities next week. 


Ellery Mann, Tampax 
Head, Once McCann 
VP, Is Dead at 65 


New York, Jan. 17—Ellery W. 
Mann, 65, president of Tampax Inc. 
|and former advertising agency ex- 
| ecutive, died yesterday at his home 
|in Garden City, N. Y. 
| Born in New York, Mr. Mann 
went to work at 21 for the old 
Standard Oil Co. of New Jersey. 
| He was soon transferred to the ad- 
|vertising department, of which 
|Harrison K. McCann was then 
manager. After the oil company 
was dissolved by Supreme Court 
decree in 1911, Mr. Mann joined 
|the H. K. McCann Co., founded 
in 1912, which later became Mc- 
Cann-Erickson. Before leaving the 
company in 1925, Mr. Mann had 
worked his way up from space 
buyer and account executive to vp. 
Specialization in the drug field 
led him to the presidency of Zonite 
Products Corp., manufacturer of 


an antiseptic which had been de-| 


| veloped at the time of World War 
|I. With Zonite Mr. Mann became 


and two years after this was named 
a vp. In 1932, he became president 
and in 1952 board chairman. 


Human Approach 
At his death, Mr. Norton also | id 
was board chairman of the Swiss Featured in Push 


American Corp. He was a trustee 
of Colorado College and a member | 


San Francisco, Jan. 17—Har- 
mon S. Butler, 53, vp of Merchan- 
dising Factors Inc., was found dead 
in his home here today, apparent- | 
ly a suicide, according to police. 


The agency executive is credited 
with having conceived the idea of 
San Francisco’s 1939 Golden Gate 
International Exposition. 


CHARLES J. HARDY 

New York, Jan. 18—Charles J. 
|Hardy, 89, former president of | 
| American Car & Foundry Co., now | 
| ACF Industries, and former owner | 
and publisher of the Journal-News, 
Nyack, N. J., died yesterday at his 
| home here. 

Born here, Mr. Hardy was ad- 
mitted to the bar in 1887. He 
helped form American Car & 


jactive in the proprietary drug Foundry Co. in 1899, through a 
business, particularly in the in-| merger of 13 companies that built 
vestigation of new products and in railroad equipment, and served as 
consulting work on marketing the company’s general counsel for 


| methods. It was this field of activ- 
\ity which led him in 1935 to as- 
| sume the presidency of Tampax 
Inc. 


DANIEL F. NORTON 


CoLorapo Sprincs, Jan. 17—Dan- 
iel F. Norton, 61, board chairman 
of the Nestle Co., died here Jan. 14 
after a long illness. He had been 
a resident since 1950. 

Mr. Norton started his career in 
the food industry in 1912, when he 
joined the Carnation Milk Co. In 
1926 he became assistant manager 
of Nestle’s manufacturing depart- 
ment. Two years later he was ap- 


25 years. He became president in 
1933 and helped bring about two 
railroad innovations—streamlined 
trains and the use of alloy steels 
in freight car construction. 

During the campaign of Alfred 
|E. Smith for the Presidency in 
1928, Mr. Hardy bought the Nyack 
| Journal-News and changed its edi- 
'torial policy to help his friend’s 
campaign. In 1932 Mr. Hardy was 
a member of the electoral college 
from New York. 

In 1944 Mr. Hardy resigned as 
ACF president and became board 
chairman. In 1951 he retired from | 
business. His son, Charles J. Jr.,| 


— Bg Metropolitan Club of New by N. y. Exchange 
HARMON S. BUTLER (Continued from Page 3) 


of $5,000 and over who, according 
to last year’s studies, have consid- 
ered the purchase of stocks. 

2. The 5,500,000 non-shareown- 
ing individuals in the executive 
and professional group—four out 
of five of whom own no listed 
securities. 

3. The broad mass market of 12,- 
000,000 non-shareowning families 


with annual incomes of $5,000 or 


more. 

The exchange is also sending to 
member firms a merchandising kit 
to enable them to tie in their own 
advertising programs with the ex- 
change’s campaign. 

The kit contains ads scheduled to 
run, suggested tie-in copy and lay- 
outs, suggested radio and tv scripts, 
counter cards and blow-ups. 

The exchange’s 1956 advertising 
program was prepared under di- 
rection of Ruddick C. Lawrence, 
vp in charge of public relations 
and market development, and 
Daniel H. Woodward Jr., director 
of advertising and sales promotion. 

Calkins & Holden is the agency. 


‘Inside Advertising Week’ Set 


The sixth annual Inside Adver- 
tising Week, sponsored by the 
Assn. of Advertising Men & Wom- 
en of New York, will be held April 
1-6, Edgar V. Hall, general chair- 
man, has announced. The week is 
the association’s annual project to 
introduce top college advertising 
seniors to the New York advertis- 
ing business. More than 55 students 


pointed assistant to the president is now chairman of the company. | participated last year. 
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Through this and fifteen other major entrance- 
ways, 84,000 vehicles enter Dallas’ city limits each 
day (equivalent to the auto registrations of metro- 
politan Stockton, Calif. or Reading, Pa.), bringing 
North Texas customers for the goods, services and 
entertainment only their metropolitan city provides. 


Out-of-town customers account for nearly forty 
per cent of Dallas’ retail sales volume — additional 


camace | Ee Ballas Morning Neus 


more people are INFLUENCED by The News than any other North Texas newspaper. 


CRESMER & WOODWARD, INC., National Representative °* New York 


TEXAS’ BUSIEST INTERSECTION: Commerce and iedieabied, Dallas 


50,000 cars will pass 
here by 6 PM... 


Re ne es A ee eae Raa tn ey rr 
% meg 


traffic that is directed to your product by The Dallas 


Morning News, the newspaper North Texans read 
to keep up with their Dallas interests. 


For more specific information on selling the larger, = 


richer 72-county Dallas Market with the advantage of 
The News’ 20% larger circulation, broader influence 
and greater, more selective coverage of the entire 
Dallas Market, consult our nearest representative or 
address your inquiry direct to The News’ qualified 
research department through the Advertising Director. 


* Chicago °- Detroit * tLosAngeles «+ Atlanta * San Francisco 
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OR 6O years, the Journal-Amergj, 

leading evening newspaper. It is, 
any other New York evening paper be 
sistently with the interests of the great | 


1955 THE BIGGEST 
ADVERTISING YEAR IN In keeping with this tradition of leade | 


has introduced a variety of new impr, 


JOURNAL-AMERICAN January 9, 1956 issue, designed for f, 


HISTORY venience and enjoyment of its readers 
Vd 

The Journal-American’s news conten f 

The Journal-American gained 1,960,000 lines readers more complete up-to-the-m 


n 
of total advertising in 1955. It made substantial national and international scenes .. Jc 
gains in all important advertising classifications— 
retail, national, amusement and classified. 


I 


tor time saving .. . easy to read and emit. 


1955 brought to the Journal-American the great- We are presenting a new, enlarged TW 
est advertising revenue in its GO-year history! most complete daily television guide)§ 


convenient arrangement of America’ gm , 
; 
...€a more interesting and informati 
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f) 
> ican has been New York's 
Sj read by more people than 
@Bicause it has kept pace con- 
au public it serves. 


*Tship, the Journal-American 
) Bovemenrts, effective with its 
mine utmost satisfaction, con- 


4 has been increased to give 
nute coverage of the local, 
a compact and swiftly paced 
7 sy to understand. 


WY-Radio page (New York's 
. an easier-to-read, more 
» most beloved comic strips 
> ‘Smart Set’’ section, with 


NE yd YORK 


special appeal to all members of the family... 
cial page, with more complete inside news of Wall Street for men 


an enlarged finan- 


and women investors. 


Through an improved printing process, the Journal-American’s 
typography is outstanding in clarity. This new process also gives 
added sharpness and depth to pictures, drawings and advertise- 
ments throughout the newspaper. 


Additional printing press facilities now enable us to deliver all ed- 
itions of the Journal-American faster than ever betore. 


The above improvements, added to our unequaled array of world- 
famous columnists, outstanding sport pages and other widely pop- 
ular departments, mean a bigger and better Journal-American— 
better for hundreds of thousands of New York and suburban fam- 
ilies and better for every advertiser in the vast New York market. 
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PUBLISHER 


merican 
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NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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ABC Film Adds 7)" 
New Shows in ‘56 Mae 


New York, Jan. 20—ABC Film 
Syndication’s 1956 schedule calls 
for five new shows for national 
sale and two for syndication. The 
company already has six proper- 
ties in syndication. 

Four of the programs to be of- 
fered to national spot or network 
sponsors are adventure series. John 
Gibbs and Meridian Pictures will 
produce one of the adventure pro- 


grams, “Renfrew of the Mounted,” | 


and a dramatization from Ripley’s 


“Believe It or Not” files. Victor | whitecker 


Stoloff is producing “The Force,” 


a story of Canadian detectives at | ROYALTY—Prince Gardner, St. Louis, plans to get off 
work, and Martin Gosch is produc- | t0 @ fast start in 1956 with a new ad program for its 
leather goods, using the slogan “Get your money’s 


ing “The Americano,” an American 
detective at work in Spain. 
Though the actual production 
will be done by Hal Roach Jr. and 
S. Bernard Fox, in terms of the 
budget ABC Film is co-producer of 
“Forest Ranger,” to be filmed by 
Rabeo TV Productions, which is 
owned jointly by Mr. Roach and 
ABC Film. Pilots have not been 
completed yet on some of the new 
packages, but their price to adver- 
tisers is expected to range from 
slightly less than $20,000 to slightly 


Gardner 


worth for your money, get Prince 


Ed Richer, vp, Grey Advertising Agency, New York, 


PREINCESS GARIDNEH Peon Promos 


ficials: Hall W. 


Gardner.” Here, 


mi 
* 

“1 

- 


Wentworth 


Richer Gribler 


shows blowup of Prince ad to Prince Gardner of- 


Whiteaker, president; Mrs. Leah L. 


Gardner, chairman of executive committee; Miss 
Ang Eline Gribler, advertising director, and Phil 
H. Wentworth, assistant sales manager. 


New York, Jan. 18—Advertising 


has “grown in stature to the di- 
}mension of a big industry,” Bruce 
|Barton, chairman of Batten, Bar- 
ton, Durstine & Osborn, told the 
New York Advertising Club today. 


more than $30,000. Mr. Barton, who described him- 
self as “one of the oldest members 
of the Advertising Club,” ad- 
dressed the club on the occasion 
of its 50th anniversary. 

He ascribed the growth of ad- 
vertising to the development of 


® Rabco will produce one of the 
new syndication attractions, “Code 
Three.” The other, “The Three 
Musketeers,” will be packaged by 
Thetis Film and shot on location in 
Italy. | advertising agencies. 

“Code Three,” dramatizations of| “Advertising in 1906,” Mr. Bar- 
cases from the files of the Los An-| ton said, “was a relative newcomer 


geles County sheriff’s office, has| to the business scene. There were | 


been sold to Liebmann Breweries | few national advertising agencies, 
for sponsorship in 17 California; and these were often regarded as 
and eastern markets. Foote, Cone! vendors of space rather than crea- 
& Belding is the agency. Rheingold | tors of campaigns. 
beer sponsorship starts in some! “Today there are approximately 
California markets in March. In | 2,400 advertising agencies. In 1955 
the East, “Code Three” will re-/| the total volume of national ad- 
place the Henry Fonda film dramas|vertising in all media, including 
in some markets, but the crime se-| the two powerful opinion forming 
ries is not expected to begin until | forces—radio and television, which 
next fall. Liebmann has dropped | were not even dreamed of in 1906 
the Fonda show as of April. | is estimated at more than $8.7 
George T. Shupert, president of | billion. 
ABC Film Syndication, outlined 
his company’s plans at a press con-|® “One important factor in this 
ference here yesterday. At that) strengthening of the size and in- 
time he indicated that ABC Film| fluence of advertising,” Mr. Bar- 
is “now operating at a comfortable | ton said, “has been the advertising 
profit.” He said an international| agencies, and the fixed commis- 
sales division will be set up soon|sion of 15% under which they 
and that a commercial and indus-| have operated. 
trial division also may be added. “When, in 1919,” Mr. Barton 
said, “Cyrus H. K. Curtis, then the 
® Mr. Shupert criticized stations|@ominant figure in the periodical 
for being unwilling to pay enough | Publishing world, announced that 
to get quality films. “It is my be-| henceforth his company would pay 
lief there is still a reluctance on the | 15% on all business sent to his 
part of many local stations to pay | Publications by agencies to whose 
a price high enough to allow syn-| Standing and financial responsi- 


dicators to produce profitably top | bility he had given recognition, 


Ad Business Has Grown Up in the Past 
50 Years, Barton Tells New York Ad Club 


{agency business out of the gutter 
of price-cutting in which it had 
been struggling, and established 
| the fact that thereafter advertisers 
must choose their agencies purely 
|on the basis of service, not of price. 


® “On that day,” Mr. Barton said, 
“the advertising agency became a 
business to which a man could 
| give his life with full self respect. 
|On that day the agencies began 
' their real mission of building small 
advertisers into big advertisers 
and big accounts into more effec- 
tive accounts. 

“Today, we advertising men and 
women,” Mr. Barton said, “have 
the satisfaction of being recognized 
|as an essential factor in national 
| prosperity. We are generously 
compensated. We are honored by 
having a considerable proportion 
|of each year’s college graduates 
look to our offices as a respected 
and desirable place to spend a 
business lifetime. As a business 
necessity, and no longer a luxury, 
we have arrived.” 
| Discussing whether advertising 
|has the right to regard itself as a 
“profession,” Mr. Barton quoted 
Webster’s definition—‘“an occupa- 
tion that involves a special educa- 
tion, and mental rather than man- 
ual.” Mr. Barton added what he 
described as a further essential, 
namely, that “members of a pro- 
fession accept as a professional 
requirement the responsibility of 
rendering a certain quota of free 
service by contributing to the pub- 
lic welfare whenever their serv- 
ices can be employed, without 
expectation or thought of compen- 
sation.” 


advertising men, media and agen- 
cies make through the Advertising 
Council to various campaigns. 

He also cited the Advertising 
Club for its services toward ad- 
vancing the “professionalism of 
advertising,” particularly in con- 
nection with its Vigilance Commit- 
tee “which found its fruition in the 
campaign for ‘Truth in Advertis- 
ing’ and in the outstanding public 
service of the better business bu- 
reaus.” 

Also to the club’s credit, he said, 
were the first courses of free les- 
sons in advertising which, later 
transferred to New York Univer- 
sity, set the pattern for the teach- 
ing of advertising practices and 
techniques in colleges and univer- 
sities throughout the country. 


Movie Rights Sale 
Doesn't Convey TV 
Rights, Court Rules 


PHILADELPHIA, Jan. 17—The U. S. 
court of appeals here today grant- 
/ed former heavyweight boxer Al 
| Ettore a new trial in his suit for 
damages against the Philco Tele- 
vision Broadcast Corp., Chese- 
brough Mfg. Corp. and Clayton 
Inc., Chesebrough’s agency. 

The former boxer began suit 
| four years ago, contending that the 
tv broadcast of films of his fight 
with Joe Louis in Philadelphia in 
1936 injured his reputation. He had 
charged that the third round, 
which allegedly was his best, was 
deleted from the film. Mr. Louis 
knocked him out in the fifth round. 


= A year ago, following a mistrial, 
Judge Albert L. Watson ruled that 
Mr. Ettore’s rights were not in- 
fringed upon. An appeal was filed. 

Chief Judge John B. Briggs Jr., 


quality programs for first run on a and that no commission would be ® Noting that while “advertising writing a majority opinion yester- 


local basis. paid to agencies which rebated any 
“This is extremely short-sighted part of that commission or failed 


tion operators, because it makes it S°UNd operation, he lifted the 


jcan not yet claim the right to pro- 


| day, said that television was a rel- 


| fessional status,” Mr. Barton cited | atively new medium and that it 
on the part of the independent sta- t® meet his other requirements of “the substantial contribution of was not known in 1936 when the 


| free service to public causes” that 


impossible for them to obtain the| 
type of program they most need to! ” 
compete with network affiliates. | 7 
“Fortunately for these stations, 
there still are enough far-sighted 
local and regional advertisers who | 
are willing to pay a fair price for 
good programs, thus accounting for | 
the emphasis on regional and local | 
sales to advertisers rather than to 
stations for first run properties. | } 
The stations, however, increasingly | ” 
are good prospects for multiple} 
run sales of former network film | | 
shows,” Mr. Shupert said. 
Don L. Kearney, vp in charge of | 
sales for ABC Film, has transferred 
Patric Rastall from Chicago to New 
York to enlarge his eastern staff. 
Howard Anderson, manager of the 
syndicator’s Dallas office, will 
move to Chicago to head an ex- 
panded midwest sales staff. In Dal- 
las Mr. Anderson will be replaced 
by Robert Dalschau, formerly of 
KENS-TV, San Antonio. 


Jan. 16). Robert F. MacLeod has 


HEARST EXECS ADVANCED—Fred Drake (left), recently elected a di- 
rector of Hearst Corp., has been named vp of Harper’s Bazaar 
and will act in an advisory capacity for that publication (AA, 


been named publisher, succeeding 


Mr. Drake. Mr. MacLeod (right) was with Town & Country be- 
fore becoming advertising director and later general manager of 
Harper’s Bazaar. 


| fight took place. 
In view of that fact, said the 
|judge, Mr. Ettore was in no way 
|permitting the use of the film on 
|television when he accepted pay- 
|ment for the motion picture rights. 
The court added that the pay- 
ment did not give the film makers 
the right to exhibit in on television. 


Scholnick to Brown-Forman 

| Joseph Scholnick has been ap- 
pointed trade relations manager of 
Brown-Forman Distillers Corp., 
| Louisville. Mr. Scholnick was for- 
merly a reporter and feature writ- 
er for the Evening News, Buffalo, 
|N. Y., and before that was on the 
Staff of the Miami Herald. 


Beatty Retires from ‘Post’ 
Claude Beatty has retired after 
|25 years with The Saturday Eve- 
ning Post, most recently as re- 
gional sales manager in the west- 
‘ern territory, with offices at San 
| Francisco. 


——n 
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Ford Stock Ad 


Promotion Was 


Biggest of Kind 


| New York, Jan. 18—Advertis- 
ing placed for the public sale of 
Ford Motor Co. common stock to- 
|day was the largest ever under- 
}taken for an offering of securi- 
| ties. . 

Full-page ads were used in 93 
newspapers in 51 cities in the U.S. 
and Canada and in 12 magazines. 

William H. Long Jr., chairman 
of Doremus & Co., the agency 
handling the advertising for the 
722 underwriters, headed by Blyth 
& Co., said that the advertising 
was done in accordance with the 
aim of the Ford Foundation, the 
selling stockholder, that the wid- 
est possible distribution of the 
stock be made to the public. 

Today’s ad is the second that 
Doremus has handled on the Ford 
financing. An earlier ad, which 
appeared after registration of the 
Ford stock offering last August, 
was used in 135 newspapers. It 
called for the use of 63,450 lines 
of space. The current ad will total 
221,076 lines, making a grand total 
of 284,526 lines of advertising de- 
voted to the stock sale. 


® The ad’s simple typographic 
layout, Mr. Long said, may create 
the idea that production problems 
were simple. “On the contrary,” 
he said, “there were 27 different 
versions and sizes of the ad that 
went through eight to ten sets of 
proofs before the switching, drop- 
ping and realignment of partici- 
pating underwriters was finally 
decided. 

“Different versions of the ad,” 
he said, “were necessary so that 
companies participating in the of- 
fering would appear in the ads 
in those areas where they concen- 
trate their activities. Thus, the 
national ad,” Mr. Long said, “lists 
205 investment bankers, but in 
New York City an additional 83 
were added to the list. In the Mid- 
west 96 different names were 
added to the national list. Then 
separate special versions were 
needed for the magazine plates.” 


® Scheduling, production and dis- 
tribution of the advertising mats 
were coordinated at the New York 
office of Doremus. The agency’s 
offices in Boston, Chicago, Phila- 
delphia and San Francisco re- 
ceived mats from New York and 
handled delivery to newspapers in 
their respective areas. 

All mats were sent to the papers 
on a hold-for-release basis, pend- 
ing final clearance by the Securi- 
ties & Exchange Commission yes- 
terday. When this was received 
at Doremus each newspaper re- 
ceived a telephone call to release 
the ad the following day. Con- 
firming telegrams followed. 

In addition to the newspaper 
schedule the ads are being run 
also in eight business and finan- 
cial magazines plus Business 
Week, Newsweek, Time and U. S. 
News & World Report. 


POLK BROS. USES 
STOCK AS PREMIUM 

Curcaco, Jan. 19—Polk Bros., lo- 
cal discount house, making capital 
out of the Ford stock issue, an- 
nounced that one share will be in- 
cluded with each purchase of a 
1956 Norge Hamper-dor dryer for 
$259.95. 


Dean Randall Promoted 

Dean Randall has been ap- 
pointed advertising manager of 
the Minneapolis division of Min- 
neapolis Honeywell Regulator Co. 
He has been assistant advertising 
manager for the past two years. 
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Ersaiz ‘Bros.’ Do 
Zany Sales Job for 
Piel Bros. Beer 


(Continued from Page 2) 
hamton, N. Y., and Harrisburg, 
Pa., before they were given play 
in a multi-city campaign. 

Y&R artist Jack Sidebotham cre- 
ated the cartoon figures to go with 
the Graham script. The commer- 


cials were filmed by United Pro- 
ductions of America. Comedians | 
Ray Goulding and Bob Elliott fur- 
nished the voices for the brothers. | 

Harry is easy-going and matter-| 
of-fact. Bert is brisk and full of 
beans. Sometimes their commer-, 
cials start off in both directions 
at once. Sometimes one brother 
gets carried away by enthusiasm | 
for their product, while the other 
tries to restrain him. One amusing 
spot shows the brothers at work 
trying to think up a new slogan. 

In television there is usually a) 
closeup of a bottle of Piel’s along- | 
side a glass that already has been 
poured from it. And every com- 
mercial—on radio and tv—gets 
the “dryness” and “good taste” 
sales points across strongly. The 
copywriter never loses sight of the | 
fact that he is selling beer, not! 
humor, however amusing his sales- | 
men may be. 
® The company was sufficiently | 
pleased with the September test | 
to okay the use of the Bert and | 
Harry spots in 14 markets in its 
five-state territory. Nine stations 
were included for radio and 15 
for tv. In some areas spots only 
are used, in others sports, news 
or syndicated film shows. 

Piel’s is making its strongest bid. 
to beer lovers in the New York) 
market. There are approximately | 
58 commercials a week on radio) 
and 35 a week on tv in the | 
brewer’s home territory. 

With that much frequency an 
advertiser needs a lot of com-| 
mercials to keep them from getting | 
stale. Piel’s put the brothers on) 
the air with five tv and ten radio) 
spots. 

Production now is under way 
in a new batch of 20-, 30- and 60- 
second spots. Twenty-four new 
films will be shot for tv and 42 
more commercials will be taped 
for radio. 

Bert and Harry also will be put 
to work in other media. They al- 
ready are showing up in New 
York subways and on three-sheet 
posters outside grocery stores. 
Later this year they will be seen 
in newspaper and outdoor ads, on 
car cards in other cities and on a 
Times Square illuminated sign. 
They’ll be on signs and displays 
in groceries, supermarkets and) 
taverns as a shopping reminder. 


@ Y&R’s Mr. Leadley points out 
that it’s too soon to judge the 
sales effect of this campaign, 
though it has brought lots of com- 
plimentary mail from dealers and 
viewers. So far the 1956 budget 
is running at last year’s level. If 
there is a marked sales gain in 
the first two quarters, there may 
be more money for promotion. 

Most of the letter writers want 
to know if there really is a pair 
of Piel brothers called Bert and 
Harry. The answer: No. 

In real life there are four Piel 
brothers, who are grandsons of 
one of the founding trio of the 
brewerv. William Jr., namesake of 
the William who headed the com- 
pany until his death in 1953, is 
a lawyer. Gerard is publisher of 
Scientific American. Dr. John Piel 
is a physician, and David Piel is 
a tv producer. All are believed 
to be stockholders in their grand- 
father’s company, though there 


are no Piels active in its manage- 


ment at this time. 

The campaign reportedly was 
cleared with the real brothers be- 
fore it was started; presumably 
they are getting as much fun as 
anybody else out of watching Bert 
and Harry. 


® They couldn’t ask for more pre- 
cautions to protect the Piel name 
than have been taken by Y&R. The 
agency worked for a year on the 
drive before it got rolling. There 
are even a set of “by-laws” to 


guide the creative people as to! 


what Bert and Harry can and 

can’t do in their commercials. 
The details of this document 

are secret, but, among other things, 


| it reportedly prohibits the use of 
|fantasy in the Bert and Harry 


spots. The idea is to keep the car- 
toon brothers “human.” 

Bert and Harry soon may reveal 
previously unsuspected talents as 
linguists. There are plans to have 
them do their act in Spanish on 
three New York stations. 


"Western Locker’ Sold 

The National Frozen Food Lock- | 
er Institute, Elizabeth, Pa., has 
bought Western Locker from John 
L. Lansinger and plans to expand 
the monthly into a national busi- 
ness paper for locker plant opera- 
tors, frozen food centers and 
freezer food suppliers. The pub- 
lication currently serves 11 west- 
ern states. Editorial offices will 
remain in Portland, Ore.; publica- 


45 


"55 Fort Wayne Business Up 18.8% 


A $2,650,000,000 business year in 1955 set an 
all time Fort Wayne record according to Federal 
Reserve Board figures. It's a big 18.8% gain over 
1954——_8  %/, above the national average. 

* Fort Wayne business up 194.2% 
over 1945. 

© Business growth for past 10 years 80% 
over national average. 


SCHEDULE FORT WAYNE IN '56 
FORT WAYNE NEWSPAPERS, INC., Agent 


The News-Sentinel * THE JOURNAL -GAZETTE 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—San Francisco 


FORT WAYNE 


tion offices will be in Elizabeth. 


Che Allanta DZournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 
Represented by Kelly-Smith Co. 


The $10,000,000 expansion of Atlantic Steel in 
Atlanta includes a new merchant bar and rod 
mill— one of the fastest combination rolling 
mills in the world. 

Since 1946, locally owned Atlantic has bud- 
geted $16,000,000 for modernization. To their 
open hearth operations two new electric fur- 
naces, the Southeast’s largest, have been added. 
Atlantic now is the largest producer of electric 
furnace steel south of Pittsburgh. 

Steel, too, sparks the South’s prosperity. 
Spark the sale of your products here with the 
South’s largest newspapers. 


Circulation: 441,825 Daily « 493,042 Sunday (4.8.C. 9/30/55) 
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Mr. John J. Roden, Sears Roebuck & Co. Store Manager, Says: 
“Lansing Is a City on the Move” 


Ask the 
RETAILER, 


LANSING 


MICHIGAN 


>» Capital City | 
\.-of Michlea” 


BROKER, 
MANUFACTURER 


: 
Yr 


“Lansing’s continuous, rapid population increase, 
diversified industry, and high, stable income has 
made this the number one Sears store in out- 
state Michigan.” F 


American Broadcasting Co. .. 
Columbia Broadcasting System 
DuMont Television Network** 
| National Broadcasting Co.. .... 


Nov. 1955 
..$ 6,496,236 
16,911,189 
15,489,279 
$38,896,704 
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Network Gross Time Charges 
Source: Publishers Information Bureau 
NETWORK TELEVISION 


Jan.-Nov. 
1954 
$ 30,718,266 
131,162,007 
11,686,483 
113,027,178 
$286,593,934 


Jan.-Nov. 
1955 
$ 45,091,856 
172,009,261 
3,102,708 
147,373,918 
$367,577,743 


Nov. 1954 
$ 4,134,103 
14,186,194 
1,397,328 
12,357,133 
$32,074,758 


NETWORK TELEVISION TOTALS BY MONTHS 


ABC 
b  aaieceneteial $ 3,718,195 


THE STATE JOURNAL > 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


$45,091,856 
*Revised as of Jan. 11, 


to a local operation. 


cBsS 
$ 15,831,141 
14,694,726 
16,036,896 
15,426,214 
15,978,680 
15,724,184 
14,635,011 
14,959,098 
15,188,805 
16,623,317 
16,911,189 
$172,009,261 
1956. 


NBC 
$ 13,172,695 
12,419,641 
14,102,093 
13,285,933 
13,591,687 
12,238,694 
11,966,760 
11,767,789 
13,720,643 


Total 
$ 33,445,991 
31,279,338 
34,574,039 
32,702,040 
33,450,434 
31,724,027 
29,996,679 
30,344,948 
33,044,766 
15,618,704* 38,118,777* 
15,489,279 38,896,704 
$3,102,708 $147,373,918 $367,577,743 


DuMont 
$ 723,960 
597,275 
628,625 
462,335 
273,640 
218,845 
131,105 
55,385 
11,538 


**Effective Sept. 15, DuMont Television network changed from a national network 


VICTOR A. SHOUIS, Director 
NEIL CLINE, Station Mgr. 


Represented Nationally by Harrington, 


Righter & Parsons, 
Associated with The Courier-Journal 
& The Lovisville Times 


*We ought to know . . . we just 


got some new prices on it. 


But in Louisville .. . 


WHAS-TV Programming pays 


“LATE SHOW" 

10:55 P. M. 

Monday through Friday 
(Market's outstanding feature 
film show with host Jim Walton.) 


Are you participating? 


WHAS-TV 


Your Sales Message Deserves 
The Impact of Programming of Character 


BASIC CBS-TV Network 


Burnett Moves 
Into Prudential 
Building Nov. 1 


Cuicaco, Jan. 17—Leo Burnett 
Co., which calls itself Chicago’s 
biggest agency with $70,000,000 
annual billing and 600 employes, is 
moving into the Prudential Bldg., 
Chicago’s newest skyscraper. 

| Burnett will move in next Nov. 
| 1, making it the biggest tenant of 
the building. It will have five 
floors—the 11th through the 15th 
—covering 131,779 sq. ft., includ- 
ing a tiled roof deck of approxi- 
mately 25,000 sq. ft. at the 11th 
floor. Eight special elevators will 
service the five floors. 

The move will permit the agen- 
cy to consolidate its various de- 
partments on the same floors. At 
the present time it occupies 11 
floors (73,600 sq. ft.) of the Lon- 
don Guarantee Bldg. and an addi- 
tional 8,000 sq. ft. in the Esquire 
Bldg. 


‘Life’ Boosts A. E. Miller. 


Herbert Breseman 
Herbert Breseman, head of ad- 
vertising research of Life since 


| 1952, has been appointed director 


A. Edward Miller Herbert Breseman 


of research of Life, succeeding A. 
Edward Miller. Mr. Miller has 
been named plans assistant to the 
publisher of the magazine. Mr. 
Breseman first joined Time Inc.’s 
research department in 1940. 


‘Parents’ Names Gitow: 
Buchanan Is Editor 

Martin Gitow, formerly adver- 
tising manager of the Family 
Shopper section of Coronet, has 
been named assistant circulation 
manager of Parents’ Institute, New 
York. 

Mrs. Mary E. Buchanan, former- 
ly managing editor of Parents’ 
Magazine, has been named editor 
of the magazine, succeeding Mrs. 
Clara Savage Littledale, who died 
Jan. 9 (AA, Jan. 16). 


Darling to Blaine-Thompson 
L. B. Darling Co., Worcester, 
|'Mass., has appointed Blaine- 
| Thompson Co., New York, to han- 
dle advertising, merchandising and 
sales promotion for its line of froz- 
|en meat products. Allan A. David- 
son Co. is the previous agency. 
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BIGGEST YEAR IN DAILY NEWS HISTORY! 


—_—<-- 


The Biggest Year of all in the 80-year history of the ™ 
DAILY NEWS...and a net gain of 1,973,313 lines over 1954. 


ee 


This Record Advertising Linage Reflects Advertisers’ Response 
to the Tremendous Gains of the Daily News in Circulation too... 
In 1955 the Daily Average Circulation Was— 


| 598,307 


| and the Saturday Average Circulation Was— 


| 607,704 


Both Figures are All-time Highs for the Daily News. 


GROWTH IN ADVERTISING...GROWTH IN CIRCULATION...ALL SHOW WHY 
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Plymouth’s $150,000 
Contest Aims at 
Sifting Prospects 


Trendex TV Ratings 
_Fitteen Multi-Station Cities 
Jan. 1-7, 1956 


$12,000,000 Ad 
Loss Estimated 


Advertising Age, January 23, 1956 


contest. 

In _ states, cities or counties, 
where localized laws or ordinances 
conflict with any of the “sweep- 
stakes” rules, contest regulations 
will be adjusted. 


. e ° — $64,000 Question ‘tome, ts my | (Continues eam Page 5) ine cng eae dl 
In Detroit Strike © tel ties Siew Oe a auicsiaie done, Ge a oe 323 unproductive man hours for the|uary about 4,200 insertions will be 
3 parva P86, Ge 1 Feed CBs) 4 30. sales force. Through the lucky mo-|made in approximately 2,400 
love ucy ( , Genera Mis: GRID carssiconsssconsnvuetiinsennseesscscccsenesestneusseses 8 tor number contest we have been newspapers. Radio and tv, direct 
(Continued from Page 3) 4 Hit Parade (Americon Tobacco, Werner-Lambert, ee 30.6 able to eliminate this factor,” he|mail, window posters and show- 
three papers soon would have re-| > _ Disneyland (American Motors, American Dairy, Derby Foods, ABC) ............ 30.1 | added. room material are also being used. 
gained the circulation they had| © 0° Yow Trust Your Wife? (Frigidaire, CBS) All 1950 through 1956 car own-| In addition to the first two 
Dec. 1, when a strike by stereo- 4 pry —— ah ase ba a ete ee cS ers, who purchased their cars prior| prizes, third, fourth and fifth 
typers closed the pa; ers. ven Show (Uncela-iMercury, CBS) . 3\to Jan. 17, 1956, are eligible to| prizes of $5,000, $2,500 and $1,000 
Federal Reserve Board figures 9 Person to Person (American Oil, Hamm beer, Elgin, CBS) 2.0.0.0... 28.2 enter the contest. They may do so|are being offered. There are a 
showed that Detroit’s department 10 Perry Como (Several sponsors, NBC) eecusasccouncssusctscesensesesssencescocccconeccsecooensece 27.5 by registering their automobile’s total of 785 prizes. 


N. W. Ayer & Son is the agency. 


‘TV Guide’ Joins MAB 

TV Guide, published by Tri- 
angle Publications, Philadelphia, 
has joined the Magazine Adver- 


motor number with a Plymouth 
dealer. 

As assurance that only qualified 
persons enter the contest, each en- 
trant is asked to bring his car 
title, or other proof of ownership 


store sales in December were 14% 
above December, 1954. 

The Retail Merchants Assn. in- 
sisted this distorted the picture. 
The association released figures 
showing that downtown depart- 


all discounts. Now time bought on 
extended market stations, like 
that on the rest of the network, 
will qualify sponsors for the usual 
discounts—as high as 25% for big 


CBS Widens EMP Discounts 
To perk up interest in small 
market stations, CBS Television, 
New York, has made extended 
market plan purchasers eligible 


ment stores had only 2.5% better | for station-hour, annual and over- | spenders. with him when he registers for the | tising Bureau. 
business in December, 1955, than 
they had the previous December. 
Secretary Charles Boyd of the 
association said the effect of the| en equipment, appliances & accessories e plumbing equipment & bathroon ies @ heating, ventilating & air conditioning @ prefabrication 


loss of the advertising media is in- 
dicated by the fact that for the| *' @ floors & floor . ent ; e t equipment & baths aCCES eo} 
first 11 months of 1954 downtown 
department store sales were up 6% 
over a comparable period in the 
previous year. 


® Mr. Boyd said the Federal Re- 
serve figures were for the Detroit 
metropolitan area, which comprises 
Wayne (Detroit), Oakland (Pon- 
tiac) and Macomb (Mt. Clemens) | ‘)en equ) ta esha . 
counties. 

Federal Reserve’s report showed ° & f \ * ID! ° 
for the first week of January that 
Detroit’s business was down 7% ent, appliances & accessories e@ 
from the previous week, compared 
to 12% for Chicago, 11% for In- ° x f ‘ e} {ui | 
dianapolis and 8% for Milwaukee. 

The Federal Reserve Board said |") “ .ipment, app iar , . t t & ' e sting 
its figures were based on a survey 
of a few stores and did not reflect 
the smaller specialty shops, which 
Mr. Boyd said were hardest hit by | @" equipment, appuianc: f f . t oment & | ° 
the strike. 

Positive figures will not be avail- 
able until Feb. 15, when sales tax 
collections for December are re-/|'@" @quipment, appian 
ported. 

The Detroit Automobile Dealers | 4!10" ® ‘oors & floor covene 
Assn. attributed part of a 50% drop 
in new car sales to the strike. It 
said used car sales were off as 
much as 45% on some lots and that |'"°! 
much of this could be laid to the) 


. 
> 
“” 
Qo 

- 

. 
. 


lack of advertising. 1 equipment 
“But we really don’t know 
whether the real cause was lack of tion @ Tloors & Liting 
advertising or lack of popularity : 
pment, I0Dha . g 


of the new models,” it said. 


® Most of the advertising in the 
first few editions after the strike 
was national, since presumably the 
composing rooms were unable to 
catch up on the retail. The Detroit 
News was back as leader of classi- 
fied, with 15 pages of it. 

Retail advertising on radio und 
television reportedly began slump- 
ing with the end of the newspaper 
strike. Retail time, it was said, had | ie) equipment, apy 
gone up as much as 30% on some 
stations. 


Breck Hair Set Mist Bows kitchen equipment, appliances ¢ ertum t & bathroom accessories © heatiry. seuiileting & air conditioning © prefabrication © ef 
John H. Breck Inc., Springfield, & 
Mass., is introducing nationally a | insulation @ floors & floc Jer @ kit juipment, aps es @ plumbing equif Tae essories @ heatins 
new aerosol spray hair fixative. : 
Called Breck Hair Set Mist, it |): equipment, appliance 
will sell in $1.25 and $2 sizes. 
Promotion will include Sunday | jnsiiation « | 
supplements, local newspapers and 
page color ads in consumer mag- |}e" equipment, app! 
azines. H. B. Humphrey, Alley & 
Richards, Boston, is the agency. 


~ 7... + y + ed 
n equipment, appliance 
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House :«. Home 


THE GREATEST INFLUENCE IN HOMEBUILDING 
DESIGN * CONSTRUCTION © FINANCE * SALES * MODERNIZATION 


air conditioning 


hen equipment, appliances & a trical equipment 


air conditioning 


THE SIMPLE TRUTH 
ABOUT INCOME TAXES 


is that there is no such thing as 
saving money on taxes or avoiding 


lation @ floors & floor coverings 


PUBLISHED BY TIME INC 
9 ROCKEFELLER PLAZA 
NEW YORK 20. N. Y 


h equipment, appliances & acces ‘al equipment & f 


conditioning e | 


° 


lion @ floors & floor coverings e kit 


ten woubles unless your retum We Hl) equipment, app er q ont & bathroom accessories @ heating, ventilating & air conditioning @ prefabrication e electrical equipment & 1 
prepared properly. L i 
Inquiries Solicited. lion @ floors & floor coverings @ kitchen equipment. appliances & accessories e plumbing equipment & bath: oom accessories @ heating, ventilating & air conditioning @ 
HARRY FRANK kitchen equipment, appliances & a ries @ plumbing equipment & bathroom accessories e heating, ven‘:/ating & air conditioning © prefabrication © electrical equipm¢ 


Specialized Tax Service 


170 Broadway, New York, REctor 2-5940 e kitchen equipment, appliances & accessories @ plumbing equipment & bathroom accessories @ heating, ventilating & air condition 


insulation @ floors & floor coverings 
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De Tt a 0 —2 
partment Store Sales... ah... —s al 
Suburban Boston ..... 418 —28 
Second Week of Year Sees 5% Gain "= =| (gePartmentStore 
lo te ae 
Cities Sales Barometer 
hepa. Jan. 19—With mid-| reported no change. All the other Springfield “a 
winter sales in full swing, depart- | districts reported gains: New York,| y.. ».. 1... “= 
ment store sales in the second week |6%; Philadelphia, 3%: Cleveland. | tow Tout Distetes ~t¢ —1) Change From 1955 
, of 1956 pulled ahead of the sim- | 10%; Atlanta, 8%; Chicago, 3%; Buffalo ..............000-000-00.-- r+12 —15 Week Ended # 45% 
ilar week of 1955. | St. Louis, 11%; Minneapolis, 10%; ‘|| Jan. 14, 1956 j 
Sales for the week ending Jan. | Kansas City, 4%; Dallas, 9%, and = — 
14 were 5% ahead of the previous | San Francisco, 2%. —17| 
— the Federal Reserve Board) Breakdown of the sales in these | Sy 4 3 od 
said. ‘districts will be available later. — — a 
_For the four weeks ending at that' Here are the details of sales for ‘ie ae a _ am it Bii% 
ume, sales were 9% ahead of those the last week of last year and the | Wilmington 0 Jan. 14, 1956 
§ a year ago and year to date sales first week of this year. Trenton —20) 
were 7% ahead. Lancaster —10 
% Change from °55 Philadelphia —13 
: Week Ending Reading pe ee ee —ll 
® Of the 12 FRB districts only one Federal Reserve Dee. Jan.| Scranton —12| Choveland = 
! reported saies running behind the District, Area, and City a1 9 eee o> 8 ee “ie 
Sum. 36 Gesk. This eas Sten ssn STATES ..... r+10 —IL| Cleveland District ....... r+1l —11 2 
. P , OO BOEEEES cccccscteccecseseees 4 —19 Metropolitan Are 
which was 8% behind. Richmond! Metropolitan Areas " iamnes a a aiden a. — | ms 
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Wheeling-Steubenville . + 7 
City 
Pittsburgh .......... ati . 6 
Richmond District ................ r+ 7 
Metropolitan Areas 
Washington  ............ccccnn P+13 
Downtown Washington . r+ 4 
OED cece Pe 
RichMoOnd  ......00.0cceeeee r+ 3 
Atlanta District ...... _+9 
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Jacksonville ... +18 
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Dean Joins Jaqua Co. 


Mel Dean, formerly with Mc- 
New 


Graw-Hill Publishing Co., 


York, has joined Jaqua Co., Grand 
Rapids, Mich., as director of pub- 
licity. Mr. Dean will have charge 
of the agency’s publicity program 
covering the industrial, consumer 
and automotive fields. 


Qualatex 


BALLOONS 


ADVERTISING 


imprinted with your message 
aS premiums 
inserted in packages 


crue 


*" Guaranteed by * 
Good Housekeeping 
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‘Salmon River Slim 


, 
{ 
' 


Baa Push Aims to Halt 
ign ‘Tourists in Idaho 


| Borst, Jan. 17—Meet Salmon 


“ 4 — r a fe 
cy R ty Kee as | River Slim. 
' : ' ‘ | He’s the western character in 
¥ is . * Ch he 


10-gallon hat who’s out to tell the 


a! country, “The place to go is Ida- 
' Be ho.” 
e ; 


He sprang from the drafting 
| board at the Givens-Davies Adver- 
| tising Agency here, soon after the 


Y, Can jagency was appointed to handle 
‘4 E : ; 
MILLION PEOPLE ! = |Idaho tourist promotion, recently 
57% ON THE ILLINOIS SIDE A ge set up in the state department of 
re : Pat commerce. 
ye Millions of facsimiles of Salmon 
ai |River Slim will be used in travel 
Oe ee 3. ra! mame (folders, outdoor boards, car stick- 
i e+” eas - eae = 66ers, and newspaper, magazine and BY, 
‘Th . R k Isl d A mee 6s tv: advertising. 
' ne p oC : an Reg rgus | | The state now is working _OD | THATAWAY—Print and outdoor ad- 
promotion plans for 1956, the first vertising and display pieces fea- 


8 yO Mase ee oe) 
, The Moline Dispatch under the new program. John turing Salmon River Slim are 


Givens, the agency head, who in- = : 
vented Salmon River Slim, said | 2¢s#9ned to turn transcontinental 
, tourists aside in Idaho. 


Represented By 
ALLEN-KLAPP CO. 


much of the initial $25,000 budget 
will be for printing 100,000 copies 
of an Idaho travel folder to be 
( ° distributed to travel associations 

diversit makes a difference and tourist groups throughout the 
nation. Some funds also will go 
into newspaper and magazine ad- 
vertising, plus outdoor boards in 
Idaho. 


® The 1955 legislature appropriat- 
ed $100,000 for the two-year tour- 
ist promotion, half to come from 
highway revenue. But the state 
treasurer declined to release high- 
way funds pending a court test, 
contending that the constitution 
limits highway funds specifically 
to road construction and mainten- 
ance. 

Perhaps with a hint that Slim’s 
name was chosen for many reasons 
than euphony, Mr. Givens said, 
“We plan to do everything we can 


which doesn’t cost money.” That 

m akee the Spoka includes persuading Idaho motel 
ne a and hotel operators, lumber men, 

petroleum dealers and other busi- 

ness men to tie in state advertising 


d ifferent too { as much as possible with their own 
eo promotions. 

Outside Idaho the state’s promo- 

tion will be concentrated on fami- 


" lies in the Midwest and along the 

AND IT s ONE OF THE THREE MUST Pacific Coast. In recent years these 
MAR areas have furnished most of the 
KETS IN THE PACIFIC NORTHWEST tourists in Idaho. Mr. Givens says 
around 3,500,000 tourists drive 


, ~ ‘ , , through broad southern Idaho on 
Industrial diversification—a major key to the Spokane U.S. Highway 30 every summer— 


Market's economic vigor and stability—is a continuing with hardly a pause—on their way 
process which broadens the horizons of opportunity, encour- to the Pacific Coast. Stopping a 


aging new enterprise and stimulating the flow of population mere 10% of these for one day 
—for fishing or mountain climbing 


to this busy area. New techniques are raising the productiv- —should tuck $3,500,000 into the 
ity and prosperity of the region’s basic industries— mining, pocket for Scho 
agriculture, livestock, lumbering . . . manufacturing establish- 
ments are expanding in size, variety, and number. Westmore Boosts Budget 20% 
i eae More and bigger payrolls are reflected in augmented demand to Promote Goin’ Steady 
for an ever greater variety of consumer goods. Well over a The House of Westmore, New 
million residents, with more money than ever to spend, make ge ae ps my pag 
the Spokane Market more than ever a must on your advertis- Shirley Jones, aCorensdi” movie 
ing and sales promotion program. star, and Perc Westmore, Holly- 


; ; ‘ ay wood beauty authority, will be 
Make 1956 your biggest year .. . take fullest advantage of Sootaved in ads suhaduled far Bite. 


the big—and steadily increasing—sales potential of this rich Apri iss 
: , . : : pril and June issues of Life. 
14 states in Total Retail Sales and still-growing market, through the two daily newspapers Westmore’s new lipstick shade, 
30 states in Retail Sales per capita that grow with the country—The Spokesman-Review and Goin’ Steady, will be promoted in 
Spokane Daily Chronicle. Delivering the greatest circulation screen and romance magazines. 


a aieala tel hen “ep . The list includes Modern Screen, 
i cir history, they are recognized as the most effective Modern Romances and Screen Sto- 


15 states in Total Net Buying Income . sales-activating medium in the billion-dollar Spokane Market. ries (April and May); True Story 
33 states in Net Buying Income per capita If they are not already on your schedule, make it a point to (May and June), and Motion Pic- 
get the Spokane story from your Cresmer & Woodward man. ture and True Confession (June 
and July). Full pages will run in 
March, May, September and Octo- 
ber in Variety Store Merchandis- 
ing. Participations on the “Wool- 
worth Hour” (CBS Radio) Sunday 
afternoons are also planned. 


ie 


Ft asin 
age” 
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The Spokane Market Beats. . . 


39 states in Retail Sales per store 


Combined Daily Circulation 
Adler Joins Carnrick 


Over 160,000— a 

bas : lexander Adler, formerly ad- 

81.84% UN-duplicated vertising manager of Smith-Dor- 
, sey, has been appointed advertis- 
Creamer & Weedwerd, ine. New York, Chicage, ing manager of C. W. Carnrick Co., 


Detroit, Los Angeles, Sen Francisco, Atlonta. Color Representotives, SUNDAY , 
SFOREREADLAEVIGW.. Conic Sections ttenenciben © New York, pharmaceutical com- 
pany. 
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Minneapé¢ Yi: Star a ane # Tribune 


Vannes MORNING AND SUNDAY 


MORE THAN 625, 5,000 SUNDAY - 495, 000 DAILY 


John Cowles, President — 


| a a 7 
| in the United States* have newspapers lag % : 
| with more circulation than the % ve | 
° . 7 = rae E 
Minneapolis Sunday Tribune § P : 
-_ = : ‘ 
: >} MIDWEST * ee | am : 
625,000 | —— | 
9 MINNEAPOLIS ( z= Chicago :: S ce 
| in Minnesota Los Angeles ete : 
| gl os “sore 2 ; 


Aviation Week 
Linage 

Sets All-Time 
Space Record 


AVIATION WEEK carried 4,298 pages of advertising in 1955... 
gained 778 pages over 1954’s record 3,520 . . . a total advertising 
volume and gain marking an all-time high in aviation publishing! 
Built on top of the largest previous yearly volume in aviation 
publishing, AvIATION WEEK’s new 1955 record exceeds the next- 
ranking publication in advertising volume by more than 2,000 
pages in gain far exceeds the total advertising gain of the 2nd, 
3rd and 4th-ranking aviation business publications combined. 
AVIATION WEEK is the only aviation publication to rank among the 
top 20 U.S. leaders (including consumer magazines) in advertising 


space. 


This unbroken, ever-growing trend to AVIATION WEEK proves 
more and more buyers of aviation advertising are recognizing 
that readership and selling power invariably “keep company” 
_with paid circulation. Key men throughout the multi-billion-dollar 
aviation industry are willing to pay $6.00 a year, cash-on-the-line 
for AVIATION WEEK because they depend on AVIATION WEEK’s 
penetrating, accurate, up-to-the-minute reporting of aviation’s 
swift-paced technical progress. Advertisers have learned through 
experience that there is no substitute for AVIATION WEEK’s reader- 
ship among the engineers, management men, scientists, military 
and government officials who guide the destinies of world aviation. 
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SAN FRANCISCO... 
It’s 

THE EXAMINER 
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The magnificent San Francisco panorama as seen from a promontory 
of Fort Cronkhite on the Marin shore of the Golden Gate. 


First in Total Advertising 
with more than 45% of the field 


In this great market with 4 daily and 2 Sunday newspapers, 


The San Francisco Examiner has just completed another 


record-breaking year. 
The Examiner leads in all major classifications — 


first in Retail, first in Department Store, first in Financial, 


first in Automotive, first in General and 


first in Classified Advertising. 


Largest circulation in northern California — 
daily or Sunday! 


Represented by Hearst Advertising Service 
Offices in principal cities 
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THE NATIONAL NEWSPAPER OF MARKETING . 


Peter Drucker, Famed Management Authority, Sees 
Automation Revolutionizing Marketing 


I hope you don’t expect me to tell you 
what automation is, because I don’t know, 
and I don’t even know how to ask ques- 
tions, let alone the right questions. 

I don’t think anybody knows yet. We 
have a word, and we all, I think, know 
that things are happening of major impact 
on the way we manage business. But 
what precisely this word means I don’t 
think we know yet. 

We do know, however, a few things it 
does not mean. 


® We first, I think, know that it doesn’t 
mean any one thing, but that it means a 
great many things. In my very limited ex- 
perience with automation I have come to 
learn that for certain kinds of jobs auto- 
mation might very well mean nothing 
more than a new machine, and for other 
kinds of businesses and situations it might 
mean an entirely new concept of order 
and organization, and an entirely new way 
of doing business, without a single new 
machine any place in the picture. 

The second thing we know that auto- 
mation does not mean is any particular 
technique of production. Actually I would 
say that we know enough today to know 
that in the manufacturing process auto- 
mation is usually not very much more 
than a logical continuation of things we 
have been doing for a long time. It is out- 
side of manufacturing, in the way we 
manage a business, that it amounts to a 
revolution, if you want to use any such 
term. 

And finally, we do not know that the 
idea which you find practically every 
place in the magazines or in the congres- 
sional committee hearings—that the main 
place for automation is the manufacturing 
plant—that idea is probably quite fal- 
lacious; that in manufacturing, automa- 
tion has the least scope and probably will 
have the least impact. 


Marketing Affected Most 

We know already that in clerical oper- 
ations the impact is much greater and the 
scope is much greater. I think we are be- 
ginning to learn that the main areas in 
which these new concepts...are most 
fruitfully applied and will have the widest 
impact and will produce the most radical 
changes are outside of manufacturing 
proper. 

And my personal guess—but it isn’t 
much more than a guess—is that, of all 
these areas, marketing is probably going 
to be the most important, the most crit- 
ical, and the one that is going to be af- 
fected most. 

First let me say I am not a marketing 
man. I have a lot of work to do in mar- 
keting in connection with my work, but 
never as a marketing man, but rather al- 
ways as somebody who is concerned with 
the management of a business. So I am 
looking at marketing from the point of 
view of a business... 


® But if I look at marketing from this 
point of view—of a man in general busi- 


ness management—it seems to me that we 
are going to be in trouble in marketing if 
we aren’t in trouble already. 

On the one hand it seems to me quite 
obvious that our existing marketing 
structure is beginning to crumble all 
around the edges, and I can’t evaluate 
those changes. I can only see them and 
see that distributive patterns and market- 
ing concepts and custom-of-buying con- 
cepts which I follow—from reading your 
books and taking your advice, taking 


dividual model number in a product range 
when I don’t make individual model num- 
bers, but of necessity make product 
ranges; or what I shall do with pricing 
concepts which are based on considering 
what is rapidly becoming 80% of my total 
cost—miscellaneous—which is just anoth- 
er way of saying we don’t know what it is, 
and apportioned by God knows what for- 
mula, and I have to base my pricing on it. 

Nor do I know anything about the rela- 
tionship between price strategy and con- 


At the meeting of the American Marketing Assn. in New York between 
Christmas and New Year's, one of the luncheon speakers was Peter Drucker, 
professor of management in the graduate school of business at New York Uni- 
versity, and an adviser on management to a number of large American cor- 
porations, including such companies as Sears, Roebuck, General Motors, Ford, 
AT4T, Chrysler, and International Business Machines. 

Mr. Drucker is also the author of numerous books on management, includ- 
ing “The Practice of Management,” just published by Harper & Bros. At the 
AMA meeting, he discussed automation and its effects on marketing, and ad- 
vanced so many provocative and stimulating ideas that no marketing or ad- 
vertising man can afford to miss this textual report of his speech. Mr. Drucker 
spoke without a single note, and what appears here is a stenographic tran- 


script of the talk, just as he gave it. 


them for granted for a long time—all of 
a sudden are becoming very brittle, and 
all over the place I see signs of change; 
and judging from what I have been 
through before, we are reaching the 
point where these things will suddenly 
come together in very big and complete 
changes—particularly, I think, in distrib- 
utive channels. 


Franchised Dealers Going Out? 

I am going out on a limb, but I will 
say that just looking at the evidence the 
conclusion seems to be inescapable, for 
instance, that the days of the franchised 
dealer in durable consumer goods are 
very definitely numbered, and the num- 
bers don’t run to very high numbers, 
either. 

I think the automobile companies are 
today being put into a squeeze play where 
there are dealers, recognizing that the 
dealer no longer serves any purpose in 
distributing automobiles, who are trying 
to freeze a pattern by raising a political 
dust storm. But I don’t think that is going 
to do more than delay the inevitable. And 
outside of the automobile market I think 
the franchised dealer is already more or 
less obsolete and an exceedingly unre- 
liable distribution medium, especially 
now that the great bulk of our population 
lives in a few metropolitan areas. 


= I think that we don’t know how to 
price, and I’m not blaming you; but if I 
look at what I get in the way of pricing 
concepts from my functional people, I 
don’t know what to do with pricing con- 
cepts which focus on the price of an in- 


sumer behavior. All I know is that the 
things I have heard don’t apparently make 
sense any more. 

So there are all over the place indica- 
tions of major changes. 


Retail Selling Must Change 

Now, add to this one fact: namely, that 
you in marketing will be in a situation 
you have never known before. If you look 
at the efficiency, the productivity, of our 
marketing operators, it has not greatly in- 
creased, nor could it have. This is partic- 
ularly true of selling and particularly true 
of retail selling. 

At the same time the wages of the peo- 
ple in that activity have gone up with 
manufacturing productivity, and they will 
continue to go up—and let me say that 
manufacturing wages will go up very 
steeply in the next 15 years, very steeply, 
inevitably. So, if only because we are 
shifting a great many jobs from semi- 
skilled into highly learned categories with 
much greater scarcity of people and much 
higher wages, how much longer will you 
be able to continue a marketing system 
which by and large is no more productive 
than it was 30 years ago, and yet pay 
modern American wages? 


= If I look, let us say, at an operation 
like a great big retail chain, I just wonder 
whether ten years from now they will be 
able to keep in business, even, unless they 
succeed in greatly increasing the product- 
ivity of the individual sales person on the 
floor, or finding ways of selling without 
her. 

This will come at a time when popula- 


tion for work will be scarce. We know 
what the working population over the 
next 20 years is going to be, because 
everybody who is going to be in it is by 
now already born, and we know that the 
population of working age is going to re- 
main practically unchanged for the next 
ten years, and is going to increase fairly 
slowly for ten years thereafter, compared 
to the growth of population, and especial- 
ly the growth of family units, which we 
have every reason to project. 


Labor: Scarce and Expensive 

So, labor will not be cheap, and will not 
be plentiful, and because population is in- 
creasing very fast, we are faced witii the 
need in all areas of business to do twice 
as much work within 15 years with about 
the same number of people. 

I am not too worried about how to do 
this in the factory, where [I can replace 
hands by machines. That we learned to 
do a long time ago. But I don’t know how 
to do this where my resources are not 
hands, but brains and imagination. 

So, it seems to me the squeeze on mar- 
keting is going to be twofold: on the one 
side, pressure of just scarcity of people 
to do the job, with a terrific need for 
greater productivity. And I will go so far 
as to say that I see company after compa- 
ny making plans for 1965 or thereabouts 
based on the assumption that they are 
going to double their marketing forces, 
and I don’t know what this assumption is 
based on, because I don’t see where those 
people would come from. Maybe one in- 
dividual company can do it by robbing the 
others, but we learned long ago that 
pirating labor is a_ self-defeating and 
suicidal process. 

I think we have to accept the fact that 
we will have to do twice the amount of 
work with the same number of people, or 
fewer people, and we will have to accept 
the fact that at the same time the cost of 
this human resource will go up, as it has 
always gone up—and rightly so—parallel 
to the cost of manufacturing labor, which 
means very steeply. 


Selling or Paper Work? 
Salespeople Can't Do Both 

How will marketing be able to do this, 
especially at a time when it will have to 
find new ways, new distributive channels, 
new concepts, new systems? 

Let me say that perhaps the greatest 
pressure point will be at the retail sales 
level, if only because there our product- 
ivity is most lacking. I say that only be- 
cause I have been through Christmas just 
lately, and I stood in a department store 
with a charge account card in my hands 
just to make things easy, and timed the 
Sales girl—and not a Christmas temporary 
helper either—and it took her, a veteran, 
about 20 seconds to make the sale to me, 
because I had picked the thing anyhow; 
and then it took her about 18 minutes and 
42 seconds to handle the paper work! At 
that she got it wrong. 

How much longer can we do that? And 
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what we mistakenly call efficiency in 
merchandising at the retail level quite 
obviously consists of loading more paper 
work on the sales girl, and cutting down 
on sales time even more. And if we pay 
her for her sales time—and that is the re- 
source which we have to use—I think we 
already have two sharp trends going in 
opposite directions. Both are automation 
trends, and I think they are going faster 
and are going to be even faster than any 
automation in manufacture. 

One is a trend toward relieving sales 
personnel of all nonselling work—and let 
me say that when you look at what sales 
people are doing, not only department 
store sales people but industrial salesmen, 
or anybody—and see how many kinds of 
work they do, and how much of this they 
have to do to sell, you find uniformly that 
up to 80% of their time is spent on non- 
selling or in activities that in no way 
contribute to distribution itself. 


& There is so much different work in 
there, and we know so little about it, that 
we don’t even know how to staff for the 
job, because we obviously are trying to 
get people to do six or seven different 
kinds of work requiring six or seven dif- 
ferent temperaments, skills, and measures 
of effectiveness. 

So, I think one trend in retail selling 
will be to eliminate all nonsales work, 
and put it elsewhere. 

And let me say that this is strictly an 
automation problem, beause we have to 
ask here what is the logic of the process, 
and how do we organize it according to 
its logic, rather than according to tradi- 
tion—which is the basic automation 
question. 


® And the other one is to eliminate sell- 
ing from direct customer face-to-face 
contact, and make the direct customer 
contact a statistical order-filling activity, 
which then can, perhaps, even be mechan- 
ized in many cases, and depend on this 
selling for the selling that we do, which 
we will do quite differently, through the 
creation of markets and desire to buy and 
motivation to buy, and so on, rather than 
face-to-face selling. 

I’m not going into any of these, because 
everybody in this room knows more about 
them than I do. But if you look at our 
contemporary scene, keeping in mind these 
two trends, I think you will be as sur- 
prised as I was at how far we have al- 
ready gone in both directions, and how 
rapidly either one or both together may 
lead us to a complete change of our retail 
selling system. 


Gadgets Don’t Indicate 
Automated Processes 

So far I have been talking about mar- 
keting as a field for automation, and I 
quite intentionally did not talk of a con- 
veyor belt or a punch card or a computer, 
because all of these are appurtenances— 
and, incidentally, in most cases, unneces- 
sary ones, I have learned that if you really 
do a good job, you eliminate the need 
for a computer, because you simplify to 
the point where you don’t have those five 
million variables which only a computer 
can handle. 

Reliance on a computer is a crutch, and 
is a sign that you haven’t done your home- 
work. And by and large that is true of 
most of the gadgets. They are substitutes 
for doing a good job. They are not a sign 
of doing a good job. 


® Now, let me say that this obviously is 
not true for such a thing as addressing 
premium notices to policyholders in the 
life insurance company. They have got 
to go out, and there are four million of 
them, and somehow they have got to be 
done. This is something we can’t do a 
thing about. 

But I can, for instance, quite easily vis- 
usalize a mail order house where today 
there is a great deal of computer activity, 
and where there is quite clearly and sim- 
ply a sign that people want to have their 


cake and eat it—namely, maintain the 
wrong order of mail order selling, and yet 
mechanize it; whereas if you look at it as 
an informational system, the same way a 
telephone exchange is an informational 
system, you may find to your surprise 
that a mail order house is very much sim- 
pler than a telephone exchange, and needs 
very much less in the way of equipment, 
because by and large there are only four 
or five or six possibilities—ways an order 
can go—once it has been coded; and with 
90% of them coming in by telephone, cod- 
ing is no problem, or shouldn’t be. 


® So, the computer is merely a device of 
a transition period, and not an answer. 
It is a way to avoid doing what we already 
can do; and if you do that, you don’t get 
the benefits of the computer, and you 
don’t get any advantages of the old sys- 
tem. You only get the disadvantages of 
both. 

I’m not talking about any particular 
gadget. I’m talking about concepts. We 
need in marketing, concepts for which 
any business will increasingly look to you 
as the marketing people. 


"We Need Simple Automation 
In Marketing Above All 

Only now am I willing to look at the 
other aspects of this, namely what auto- 
mation in manufacturing might mean to 
the marketing man, because I think it is 
very much more important to realize that 
the basic problem we have is what auto- 
mation in marketing will mean to manu- 
facturing. That comes first, because we 
need simple automation in marketing 
above all. That’s where our basic costs 
are, and that’s where our basic lack of 
productivity is. It’s not in manufacturing. 

So, the first question which I would ask 
is: If you tell me how to do the marketing 
job on an automated basis, with or with- 
out gadgets, what does this mean for the 
organization of production? And my in- 
clination would be to subordinate the or- 
ganization of production to the needs of 
marketing, and I think at this point that 
we are all agreed as marketing people 
that that is always the sounder way—or 
practically always—of organizing produc- 
tion. 

At least I hope I am not alone in believ- 
ing that it is the job of the marketing man 
not to sell whatever the so-and-so factory 
manufactures, but to tell the factory what 
to turn out, what the customer will buy 
at a profit. 


® And if that is the case . . . then the 
needs of manufacturing have to be sub- 
ordinated to the needs of marketing, and 
not the other way around. 

Still let’s look for a moment—and it 
will be a very short look—at the other 
side. If we automate production, what 
does that mean for marketing? 

Well, it means only one thing for mar- 
keting; namely, that marketing becomes 
the critical area of business management. 
If you look at any textbook of economics 
—which is not an exercise I ever recom- 
mend, because God knows we are con- 
fused enough already—you will find that 
no matter what school, persuasion, or tra- 
dition the individual writer belongs to, 
he assumes as a matter of course that 
business adjusts to short-term fluctuations 
in demand by adjusting production. 

I think we all know today that this is 
not quite correct, and probably has never 
been quite correct, and that it is increas- 
ingly incorrect. Under automation of man- 
ufacturing it will become completely in- 
correct to the point of being grotesque. 


® Again, I don’t know what automation 
may mean in any particular company, 
though I think we have reached the point 
where we can look at a business and see 
what this automation potentially is and 
what are the risks, the conditions, the 
problems; but the general theory of auto- 
mation I think we cannot yet formulate. 
But no matter how you define it, it al- 
ways means one thing: That production 
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We are not given to liking ads that “trick” us into reading them—any 
more than we are interested in meeting people under false pretenses. How- 
ever, we do except this ad for Capitol Records, for it does not delay in mak- 
ing clear exactly what it is talking about. Moreover, what it talks about 
makes sense—to anyone interested in classical music. And it asks to be read 
by no one else. It would be fruitless to be read by anyone else. 


“This is a picture of Peter Ilich Tchaikovsky,” says the copy. “His ex- 
quisite 5th Symphony contains some of the most beautiful melodies the hu- 


“But at its premiere in St. Petersburg in 1888, they murdered him. They 
did it again a month later in Prague. They’re still doing it. 


“You see, of all the world’s great symphonies, this is the one most likely 
to be overdone, most likely to descend into pure bathos.” 


Up to this point, this is honesty all too rarely found in advertising. And, 
we are certain, any music lover will be nodding his head to the point of 
breaking his neck by the time he reaches the end of the third paragraph. 
He will also, we are equally certain, be not only eager to read on but will- 
ing to believe what he reads—that “performed with the insight born of a 
knowledge of Tchaikovsky’s music, this symphony becomes one of the finest 


pieces of orchestration ever written . . . a delight to the most educated ear. 


“We offer as proof,” says the ad, “William Steinberg’s new recording of 
the 5th Symphony with the Pittsburgh Symphony Orchestra on Capitol ‘Full 


We think this will sell not only a lot of 5th Symphony recordings, but 
sell a lot of Capitol 5th Symphony recordings to people who already have 
5th Symphony recordings. If, of course, the recording lives up the its ad- 
vance notice. Record shops do have listening booths. 


At least, we wager a lot of listening booths will resound to the melodies 
of Tchaikovsky’s 5th during the weeks to come. 
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becomes more rigid in the sense that you 
have to maintain production within a 
certain range for a certain period of time 
—and I’m cagey, as you may notice, and 
“a certain range” may mean 30 to 90% 
of capacity, or it may mean 88 or 884% 
of capacity—and I have seen both; and 
“length of time” might mean next week’s 
clearance sale or ten years—and I have 
seen both too. 


® But in any case it means a production 
rigidity in respect to capacity. It does not 
mean, let me say, rigidity in respect to 
products and product uniformity. On the 
contrary, in most industries probably au- 
tomation means greater capacity for vari- 
ation, variety, diversity of products. 

It does not mean larger capacity. There 
are many industries where automation 


should make possible smaller economic 
units, others larger. But it means in every 
case we have seen so far, in every case 
where we have even made a step toward 
automation, greater rigidity of capacity. 


A Problem of Balance 

And may I say, in my experience here 
is a basic managerial decision, a decision 
which has to be made before anybody in 
the business should be allowed to con- 
template automation: Namely, what bal- 
ance between this rigidity with its costs 
and capital investment advantages, which 
are great, and the flexibility in the mar- 
ket place—what balance should we aim 
at? What risks can we afford to take, eith- 
er in respect to not being rigid enough 
to get cost advantages, so that we might 
not get enough out of the investment, or 
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not to be flexible enough so that we might 
run the danger of being stranded even un- 
der very minor fluctuations of the econ- 
omy? 

This is a basic managerial decision. It’s 
a very difficult one. There is nobody who 
can give you the right answer, because 
there isn’t any. There are risks whichever 
you do. 

But I would not advise anybody to con- 
sider any move toward automation unless 
he first thinks through that balance deci- 
sion. It is a crucial one. 


® No matter how well the decision is tak- 
en, the result will still be that production 
will have to remain more rigid over a 
longer time cycle than today, and this 
means that the risk of short-term fluctua- 
tions—not of long-term, necessarily, but 
of short-term fluctations, which is the 
risk the economists have usually worried 
about—that risk has to be taken by mar- 
keting. 

The ability to automate production, 
manufacturing production, depends almost 
entirely not on our technical knowledge. 
That we have more of than we can use, 
as usual. But it depends on our ability, 
the ability of you people in marketing, to 
find, educate, create, maintain expanding 
markets. 


Marketing Techniques 
Lag Behind Market Needs 

I started out by saying that all the 
signs are that our marketing pattern is 
not quite as healthy as it was, let us say, 
a few years ago; that there are signs of 
impending change. These are the result 
of a very great achievement of marketing 
people, of the creation of a homogeneous 
national mass market. 

And actually, I would say that our mar- 
ket today is well ahead of our marketing 
ability and our marketing instruments; 
and the things we see, whether they are 
discount houses or the shift to rental sell- 
ing rather than selling at a price (the 
whole housing market today is based on 
the monthly carrying charge, and not the 
customer’s ability to pay the total price, 
which most people who buy a house no 
longer even know)—all these are signs of 
the mass market and of the fact that we 
have to learn to market in such a mass 
purchasing, middle-class economy. 


® We also have the same pressure from 


the population side, where again our mar- 
keting views are very largely still those 
of very limited class markets, highly dif- 
ferentiated, and where we will have to 
learn to get the productivity in marketing 
which a mass market demands, and to 
get the costs of distribution down to where 
they can support a mass market—by 
which I don’t mean that they are neces- 
sarily too high, but I think we are paying 
a great deal for things which are not 
productive, and we will have to change 
that and probably pay a great deal more 
for value added by distribution and a 
great deal less for friction added by dis- 
tribution. 

And finally, the changes in manufac- 
turing will also require of us the ability 
to mass market with a high degree of pre- 
dictability and stability and organized and 
planned innovation. 


Revolutions—Like Rentals, 
Not Sales—May Lie Ahead 

Now, I don’t know what these things 
add up to. I have a few suspicions. Some 
of them frighten me, frankly: The sus- 
picion that we may have to shift the entire 
marketing structure, the entire design, the 
entire customer appeal, the entire engi- 
neering and pricing of major appliances, 
for instance, to a rental market, or to a 
market where perhaps we sell an appli- 
ance with the definite promise that five 
years from the day it is sold it will col- 
lapse and be totally gone, the way a light 
bulb gives up the ghost. 

That is the only way we can get around 
the service problem, which obviously we 


can’t handle—or, at least, I haven’t seen 
anybody who has even tried to do it, or 
shown any interest in trying. 


® I don’t know. And certainly the appli- 
ance dealer, justified originally by the 
fact that he gave service, which he is now 
both unwilling and unable to do, which 
no one expects of him any more appar- 
ently—well, maybe you expect it, but 
you don’t get it. 

And the franchised appliance dealer is 
not capable of volume, by and large, that 
can support a distributive system in this 
economy. I don’t know. That’s my suspi- 
cion. 

So, I see a great many very basic prob- 
lems, basic questions, basic discussions. 
And I think my conclusion would be not 
only that automation in manufacturing 
puts the locus of risk into marketing, but 
that we have reached an economy which 
is a mass distribution rather than a mass 
production economy. 


® Let me say that you get the same sus- 
picion when you work, as I have been 
doing, with underdeveloped areas where 
after a time you get the idea, “What are 
we doing by trying to push somebody into 
industrialization? It makes no sense unless 
they have the distribution.” And then you 
turn it around and say, “Maybe if you do 
what Sears in Mexico or Brazil has been 
doing, and start out with the distribution, 
you get the industrialization without hav- 
ing to push and to pull,” and amazingly 
enough it seems to work. 


‘Marketing Is Central’ 

But certainly in this country we have 
reached the point where marketing is cen- 
tral, and not production; where mass dis- 
tribution determines the potential of the 
economy, its standard, and its growth. 

Let me say again that, as a management 
man, I am interested in marketing to a 
large extent because you have basic con- 
cepts. You have over the last 30 years 
developed a theory, the only theory of the 
business enterprise we have. What have 
you in marketing produced? We have no 
concept, no theory, of innovation, and 
when we ask the financial people for 
theoretical concepts, they give us cost 
accounting tools. 

So it is only from you that we get any 
answers that enable us to manage a busi- 
ness. 

Not that this is enough. We need the 
others too, but you are the only ones that 
have prepared for this job of managing 
a business in our present economy. 


® Despite the fact that you have done 
so much, that you have built up the one 
and only organized district in the whole 
field of business management, the one and 
only sound conceptual theory, and the 
one and only one that has succeeded in 
utilizing traditional concepts, traditional 
sciences, and made them applicable and 
useful in business, especially economics— 
despite this, I am afraid that the major 
job of the marketing profession is still 
ahead of us, a major job of finding con- 
ceptions, of finding measurements, and of 
developing new marketing systems, new 
distributive channels, a pricing theory that 
is adequate, and the ability to manage a 
business rationally by having a rational 
image of the market, both quantitatively 
and qualitatively. 

Those things, I think, we will need from 
you people in the next ten or twenty years. 


® In a way, automation is not the fore- 
runner of a marketing revolution. Let me 
put it differently. The marketing revolu- 
tion, which I think is going on full blast, 
is the real thing, and automation, despite 
all the publicity we give it, despite all the 
congressional hearings, and despite all the 
glamor of big computers and other things 
that photograph nicely for Life magazine 
—despite all this, automation is by and 
large an incidental. The great job, as I 
see it, is the development of a marketing 


system adequate to the mass market you 
folks have created. 
I think that is probably the greatest, the 
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most important, and I also think most 
difficult of the new channels of our dy- 
namic economy. 


Effective “Two Dimensional’ Leiter 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, Ill.) 


A format in promotion by direct mail 
that is tried and true is the letter with 
printed folder attached. To this basic ap- 
peal by letter there have been added 
many variations, including attachment of 
samples, facsimiles of personal handwrit- 
ing, illustrations, etc. 

The other day I received a letter which 
added a second dimension; it let you see 
the cover of the attached literature even 
as you were reading the letter. It wasn’t 
done with die-cut, but was done very 
simply by printing the letter on clear 
acetate sheet. Showing through except for 
the white opaque backgrounds for copy 
blocks, was the beautiful process cover 
of the product literature. 


= This sparkling and effective direct 
mail piece was sent out by the Consoli- 
dated Water Power & Paper Co., of Wis- 
consin Rapids. J. E. Anderlik, advertising 
manager of this company, working out of 
the company offices in Chicago, really 
has a practical attention-getter here. He 
may or may not have been the first to 
utilize the letter show-through idea, but 
let me say it was the first to stop me. 

The company name and Mr. Ander- 
lik’s signature were carried in red. The 
letter was set in typewriter type and em- 
ployed several indented paragraphs. It 
was printed on the white opaque back- 
grounds to insure legibility. If printed 
simply on the transparent acetate, I am 
sure legibility would have become lost 
and jumbled against the detail of the 
process color picture beneath. 

The transparent sheet was attached to 
the folder by means of a staple in the 
upper left hand corner. 

Rubber plates are used, according to 
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IT’S ALL BEFORE YOU—You get a peek at the 

literature enclosure even as you scan the 

letter. Some letters get read and enclos- 

ures ignored. Some letters go unread and 

enclosures scanned or filed. In this piece 

by Consolidated, a reading of both is en- 
sured in dramatic fashion. 


Mr. Anderlik, and the cellophane is 
printed while in rolls; then sheeted. Ani- 
line inks are used, same as employed in 
printing cellophane bags and containers. 


a The acetate letter was done by the 
Milprint Co., Milwaukee, which has done 
some sensational things with its trans- 
vision material, whereby a series of over- 
lapping illustrations printed on acetate 
permit a product to be stripped down, 
step by step, from exterior to its inner- 
most workings. 

We shall be surprised if this mailing 
does not create widespread interest. 


Just Looking... 


“Do you think that bag’s going to 
hold all that stuff?” I asked the check- 
er in the supermarket. 

In the manner of checkers, he 
dropped half a dozen more cans of 
frozen juice into the paper bag, and 
said nothing. 

“The bag,” I said. “Maybe that’s 
enough.” 

He gave me a silent, melancholy 
look and dropped in another half- 
dozen tins of orange juice. 

“Let’s hope the bottom doesn’t fall 
out,” I said doggedly. 

Then, at last, he became articulate. 

“These bags,” he remarked heavily, 
“are tested for up to 60 pounds.” 

Well, that was brief enough, but it 
was specific. It was a Statistic, and you 
don’t feel that you can argue with a 
Statistic—especially when you’re stand- 


By Walter O’Meara 


ing in a chain store check-out line. 

So I loaded everything into the ranch 
wagon and started for home. By the 
time I arrived, the frost on the cans of 
frozen juice must have soaked into the 
paper or something. Anyhow, the bot- 
tom fell out. 


s I immediately, of course, recalled a 
quotation from Andrew Lang’s preface 
to his “Homer and His Age”: 

“Nothing can be more hurtful to sci- 
ence than the dogmatic assumption that 
the hypothesis most in fashion is sci- 
entific.” 

Only I sort of twisted it around to fit 
the business I know most about: 

“Nothing can be more hurtful to cre- 
ative thinking than the dogmatic as- 
sumption that Statistics are the final 
answer to everything.” 
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Locking at Radio and Television... 


Sweet (Or Is It Sweet?) Charity 


By The Eye and Ear Man , 


A major problem facing the sponsors 
of network telecasts is how to handle the 
deluge of requests for public service ap- 
peals for all sorts of worthy causes. 

There are so many worth while cam- 
paigns going on all the time that the pro- 
blem becomes one of deciding which to 
support. Backing them all would be a vir- 
tual impossibility—not to mention a sure 
way of antagonizing your audience. 

Though it is a decision which would 
tax a Solomon, sponsors must select a few 
of the drives to back. The Advertising 
Council has helped in this respect. But the 
council still has little or nothing to do 
with medical or specific charities, how- 
ever worthy. 


= For what it is worth, here are one 
man’s suggestions as to some of the ap- 
peals that should be given support: 

1. The Cancer Fund. Expensive re- 
search is needed to find the answer to 
this dread disease. A great deal of help 
is needed during the annual drive to 
raise funds for research. 

2. The Heart Fund. This grim reaper 
probably takes a heavier toll in the ad- 
vertising business than any other ailment. 
Here, too, funds must be had for research. 

3. The Red Cross. When disaster strikes, 
the Red Cross is not far behind. It re- 
‘quires a lot of money from a lot of con- 
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tributors to keep this organization going. 

4. Others to which you may want to 
give some time are Community Chest, 
March of Dimes, Muscular Dystrophy, 
Mental Health and Boy and Girl Scouts. 


® How should these drives be supported? 
In most cases it is quite simple; it re- 
quires only a go-ahead from the head of 
a company. 

1. Film shows. 

Since most film shows are made well 
in advance of the charity drives, it is 
often too late to integrate these drives. 
Therefore, a minimum amount of time 
must be edited into the program at the 
end in place of the closing credits for 
show and identification of sponsor. This 
constitutes 10 or 20 seconds. 

Many performers in these film shows 
are dedicated to a particular charity or 
cause—usually motivated by their per- 
sonal experience with the disease. It takes 
only a nod from the sponsor to let the 
personal enthusiasm of the talent exude 
into the program in a tidily constructed 
plug that is interesting and informative. 

2. Live shows. 

It is effortless in a live show to inte- 
grate the plug for the drive or charity. 
The talent can easily integrate or add the 
sell for a contribution, even at the last 
minute. Kinescope delays are two weeks 
or less, so the chances of an untimely 
plug in a delay area are remote. 


Retailers’ Out-of-Stock Problem 
Is Everybody's Fault 


By E. B. Weiss 
Merchandising Consultant 

Dat ole davil—out-of-stock conditions 
at retail—is always placed exclusively at 
the door of the retailer. And, moreover, it 
is customary to approach the problem en- 
tirely in an attitude of fault-finding—that 
is, the starting premise 
is that it is only retail- 
er laziness, ineptness, 
and downright cussed- 
ness that accounts for 
out-of-stock. 

Both positions are, in 
considerable measure, 
untenable. 

Policies both of man- 
ufacturers and whole- 
salers are contributing 
factors to retail out-of-stock conditions. 
And from the retail standpoint, the blithe 
vagaries of the shopper are more fre- 
quently the cause of out-of-stock than re- 
tailer negligence. 


E. B. Weiss 


® Let’s take that little matter of the shop- 
per. No less than 1,001 factors will lead to 
a run on inventory that either cannot be 
anticipated at all, or the scope of which 
cannot be accurately measured. For ex- 
ample, a group of housewives decide on a 
block party. Presto—there’s a run on some 
of the local stores. Or, that little matter 
of weather upsets calculations; a hot spell 
can start a run on soft drinks and simul- 
taneously cut shopping for a multitude of 
other items. (And that run on soft drinks 
will probably find the local bottler at least 
as unprepared as the retailer!) 

Who can estimate to what extent sec- 
ondary holidays and a multitude of local 
events will be celebrated, and in precisely 


what forms? Who can determine what the 
various television, radio and newspaper 
advisers to the home will have to say next 
week—or tomorrow—and how their com- 
ments will zoom shopping demand for a 
number of items? 

Not only are variables involved insofar 
as shopper demand is concerned. Non- 
seasonal as well as seasonal items in prac- 
tically all categories (variables of fad, 
fashion, etc.), defy advance measurement 
by even the most advanced of our mathe- 
matical sciences, and even the variables 
will vary constantly! As a consequence, it 
isn’t quite so simple to determine that ap- 
parently simple factor of the rate of sale 
at which an item regularly sells. 

Indeed, even rate of sale on the most 
staple of staples (which presumably any 
darn fool can establish on the basis of 
studied experience) is subject to the in- 
explicable vagaries of shopper demand. 
This will apply to flour or toothpaste, mix- 
ers or floor wax; you name it. ' 


® Moreover, even if shopper demand 
could be accurately predicted (and that 
day will never come!) there still remain 
the problems involved in day-by-day in- 
ventory taking at the store level. It is 
seldom possible, in most stores (and this 
is especially true of most individual 
chain-store units), to take an exact in- 
ventory of the merchandise on hand when 
preparing a store order. Eye-ball inven- 
tories are subject to all of the errors of 
calculation involved in such a haphazard, 
rushed process as this. There is even the 
fairly common mistake made, in the rush 
of preparing an order, when one case of 
merchandise is mistaken for another. This 
happens all the time and do you know 


who, more often than otherwise, is re- 
sponsible? The manufacturer! Yes, the 
manufacturer is usually at fault because 
his cases are not as easily identifiable as 
they could be made. 

Then, too, there is unquestionably a 
sizable percentage of retail out-of-stock 
that stems from case sizes which haven't 
been changed for years, or which never 
had been accurately determined from the 
viewpoint of retail turnover requirements. 
Many food super chains, for example, re- 
port that, despite their large volume, 75% 
of the items they carry move less than a 
case per week per store and that many 
cases contain two, three and even ten 
weeks’ supply of an item despite the fact 
that stores receive warehouse shipments 
at least once a week and more often in 
some store units. (The retailer would like 
to see some of the manufacturer’s enthusi- 
asm of many sizes in consumer packages, 
carry over to case sizes.) 


® Another problem accountable for out- 
of-stock at retail is the frequent out-of- 
stock condition of the wholesaler. As a 
matter of fact, many retailers report that 
one reason they buy from more whole- 
salers than is really economical is because 
in that way they are more certain of ulti- 
mately getting their full requirements. 
And, of course, the manufacturer’s pro- 
duction policies also play a role. How 
many manufacturers, at this very mo- 
ment, are on back order? And where 
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manufacturers are on back order, can re- 
tail (wholesale, too!) out-of-stock condi- 
tions be far behind? 

It is high time that everybody con- 
cerned—manufacturer, retailer, whole- 
saler—recognized that out-of-stock is 
everybody’s fault. Any reasonably suc- 
cessful retailer or store manager knows 
that the three fundamentals to a success- 
ful system of ordering are: 

1. Determining merchandise on hand or 
on order. 

2. Ordering merchandise in time to ar- 
rive before stock is out. 

3. Ordering enough merchandise to 
have a salable inventory until more can 
be obtained. 


= But, as I have tried to point out, there 
are shopper variables involved that make 
it utterly impossible to give such a system 
exactness. And, as I have also tried to 
point out, even if those shopper variables 
could be anticipated, there are situations 
at the wholesale and warehouse level, and 
at the manufacturer level (transportation, 
too) that will frequently knock the best 
system in the world sky high. 

Out-of-stock will always be with us. It 
can, however, be lessened if, instead of 
name-calling and instead of passing the 
buck, everybody involved checks those 
factors under his control (that are re- 
sponsible) and does whatever may be 
within his power to keep them properly in 
check. 
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By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertisin; 
training.) 

One of the nicest things I’ve seen 
happen in a long time is this doubije 
truck from the New York Times, run 
in mid-December. 

I didn’t see the movie “Miracle on 
34th St.,” but I’ll never forget the old 
New Yorker cartoon of the pushcart 
peddlers. One says: “How’s business?” 
The other recoils from such a personal 
question and asks: “Does Macy’s ask 
Gimbels?” 

This ad provides a lesson for mer- 
chants in cities everywhere. More fam- 
ily cars, big parking areas, and branch 
stores are making it easy for people to 
stay away from congested downtown 
areas. Most merchants agree that the 


Looking at the Retail Ads 


big old centers must do something, but 
in too few cases can they agree to bury 
rivalries and prejudices and work to- 
ether. 


s Here, two behemoths of the mer- 
chandising world are holding hands and 
more in the public print. This won’t re- 
duce the desire on the part of either one 
to slit the throat of the other just a little 
in a nice way. But it should be good for 
both, for they are uniting their efforts 
to make 34th St. loom larger in the shop- 
ping plans of the public. 

Grand idea. Particularly since the 
very nature of department store business 
is such that new things have a tough 
time breaking into the big routine. 
Think I'll talk about that in a week or 
so. It’s a thing that retards department 
store progress. 
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Farm Journal Wraps It Up! 


On Monday, January 9th, President Eisenhower 
announced the government’s new farm program. 
The widespread interest aroused was evident in the 
time and space given to its discussion in the daily 
press and on the air. 


To the people in agriculture, America’s biggest 
business, this is the biggest news in many a moon. 
What they will want to know are all the details and 
a complete interpretation, as nearly as possible, 
in terms of their own individual operation. 


Because Farm Journal is published on a news 
magazine schedule, farmers in every corner of the 
nation will get just that, in the February issue of 
Farm Journal, out January 20th. 


This is the kind of service that has won for Farm 
Journal a farm family audience more than twice as 
large as any other. 


FARM JOURNAL, INC. 


Publishers of Farm Journal and Town Journal 
Washington Square, Philadelphia 5, Pa. 
Graham Patterson, Publisher Richard J. Babcock, President 
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aah ie oie co serilors Tons bicertiee esis %) | able, the merchandising plan will| merged with Paul J. Mitchell Ad- INSTANTLY—General Foods Corp. 
in FTTN — the one specialized book covering : be put into effect nationally. 'vertising Service, Orange, Cal., to| has expanded distribution of Min- 
11,047 selected top tackle dealers and jobbers. This is how the plan works: A | form Hall-Mitchell Advertising| ute Mashed Potatoes to the central 


WILMETTE dealer sells his customer a coupon | Agency. Address of the new agen- and western states, and is promot- 

FISHING TACKLE TRADE NEWS MLINOIS book for $3.98—the set price for'cy is 122% S. Glassell, Orange. |ing the new product with a double- 

your-money-back guarantee in re- 

| gional ads like this one appearing 
in the February Sunset. 


| 
i } easy General Foods Adds 
Make it this ei Markets for Minute 
FOR PROSPECTS TO BUY FROM YOUR DEALERS Richi Petinne 


New York, Jan. 17—Minute 

Mashed Potatoes (new precooked 

: les i ve your dealers’ dehydrated potato product) has 

One way to increase is to ha y successfully passed the market 

dresses and telephone numbers in the test in Ohio and Michigan and is 

names, ad _ vend now being distributed in central 

right place at the right time . . . in the and western states by General 
% Foods Corp. 

"Yellow Pages’ of telephone directories. Regional advertising will include 

four- and two-color page ads in 


Trade Mark Service is a sure, economical way to Everywoman’s Magazine, Family 


|Circle and Sunset Magazine and 
- : : . prospects will feature a double-your-money- 
build business because it directs back guarantee. “If not entirely 
to your outlets when they’re ready to buy. satisfied, send your reasons with 
your name, address and the box 
top to Consumer Service Dept., 
General Foods Corp., White Plains, 
N.Y. We'll send you twice as much 
as you paid,” the ad copy says. “No 
peeling, no boiling, no mashing,” 
are the ad’s selling points. 


® Similar ads will run in 60 news- 
papers in the market areas, aug- 
mented by spot radio campaigns. 

Also promoting the new product 
will be five network tv shows, “I 
Love Lucy,” “December Bride,” 
“Our Miss Brooks,” “Johnny Car- 
son,” and “MGM Parade.” On ra- 
dio it will be Don McNeil and 
Wendy Warren twice weekly. 

Retailing aids include 6’ high 
farmer-display bins, case backers, 
price bullets and shelf talkers, all 
in full color. 

Young & Rubicam is the agency. 


GE and Sylvania Sued 
on Monopoly Charges 

General Electric Co. and Syl- 
vania_ Electric Products Corp. 
have been sued for $30,750,000 by 
two smaller rivals who charge 
anti-trust law violations. Solar 
Electric Corp., Warren, Pa., filed 
suit in federal court, Pittsburgh, 
for $30,000,000, charging that GE 
and Sylvania maintained a mono- 
poly to eliminate competition. 

Bond Lamp Works and its dis- 
tributor, Alpha Electric Co., in an 
( 7 action seeking triple damages to- 


* et, “s taling $750,000, have charged GE 

Py oc  nel od } forced them to meet competition 
In Th PS : "3 by selling below cost. Both Bond 
cSger Lamp, which manufactured Christ- 
‘Yellow Pages’ ° mas tree lights, and Alpha went 


: out of business in 1951. 
ax, 5 | Ellis Elected VP 


Display: bi ivertish W. E. Ellis has been elected a 
moans re en co vp of McConnell, Eastman & Co., 
es Toronto. He joined the company 


in 1953 as an account executive, is 
|now account supervisor for a 
number of the agency’s clients and 
will continue as a senior account 
executive. 
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Advertising Age, January 23, 195: 


Canadian Ad Volume | Hurly Named Chrysler VP 
| . . 


Triples in 10 Years, 
New Statistics Show 


Toronto, Jan. 17—Canadians are 
spending 300% more money to ad- 
vertise their products in daily 
newspapers, weeklies, trade, sci- 
entific and technical publications 
and magazines of a general nature 
than they did 10 years ago, accord- 
ing to Dominion Bureau of Statis- 
tics records. 

Issuing its second comprehensive 
report on advertising expenditures 
in Canada, the bureau said $395,- 
053,843 was spent on advertising 
in various media during 1954, more 
than three times the $104,925,535 
paid for advertisements 10 years 
earlier. Of the 1954 total, $118,030,- 
000 went to the daily papers, a big 
jump from the $32,612,000 they re- 
ceived for ads in 1944. 

Radio’s share rose to $31,710,690 
in 1954 from $11,486,952 in 1944, 
and television, not in operation 
when the bureau made its first 
survey, received $8,595,626 for 
1954 advertising. 


s It was considered possible that 
wartime newsprint restrictions 
may have been a factor in 1944 
spending for newspaper advertis- 
ing by limiting available space. 
However, bureau officials said 
there is no way to gauge this. 

Expenditure in 1954 on outdoor 
advertising totaled $17,606,279 or 
four per cent of the total, well up 
from $4,144,601 or 3.9% of the to- 
tal in 1944. 

Agency commissions totaled 
$23,229,612 or 5.9% of over-all ex- 
penditures, compared to $5,949,499 
or 5.7% of the total 10 years ear- 
lier. 

Direct mail—money spent on 
postage—accounted for 2.8% of 
the 1954 total compared to 2.9% 
in 1944, but increased in value to 
$11,155,000 from $3,000,000. 

Internal costs of advertisers 
amounted in 1954 to $29,945,161, a 
sharp increase from $4,049,000 in 
1944 when it accounted for 3.9% 
of the total compared to 7.6% last 
year. 


s Expenditures for printed adver- 
tising matter imported, produc- 
tion of advertising films, theater 
screening, commercial artists and 
photographers, independent radio 
and tv programming are estimat- 
ed at $14,482,476 or 3% of the to- 
tal, compared with $1,648,954 or 
1.6% of the 1944 total. 

National weekend, weekly, bi- 
weekly and tri-weekly newspapers 
received $5,329,000 in 1944. Last 
year the bureau separated the 
weekend papers from the others 
and found the weekend publica- 
tions received $10,529,000 and the 
others $16,915,000 for a total of 
$27,444,000. 


® Advertising revenue of mag- 
azines of general circulation was 
$13,098,000, up from $4,863,000 in 
1944. Trade, technical and scientif- 
ic publications drew $15,220,000 
compared with $5,703,000; agricul- 
ture publications $5,454,000 com- 
pared with $1,876,000, and con- 
trolled distribution weeklies 
$917,000 compared with $346,000. 

All other publications drew $2.- 
691,000 compared to $2,885,000. 
Telephone and city directories, for 
which no comparative figures were 
available, carried $11,532,000 worth 
of advertising in 1954. 

Total for all periodicals in 1954 
was $194,386,000, more than three 


times the $53,631,000 in 1944. For)” 


the catalogs, $15,503,000 was spent 
last year compared with $3,176,- 
000 in 1944. 


Stewart Named VP 

Bruce E. Stewart, account su- 
pervisor of Brucker & Ross, New 
York, has been named a vp of 
the agency. He will head a sep- 
arate fashion and textile division. 


(Syd) Hurly has been 
named vp in charge of sales and 
a director of Chrysler Corp. of Can- 
ada Ltd., Toronto. Mr. Hurly has 
been with Chrysler Ltd. since 1936. 
A year ago he was appointed direc- 
tor of sales and assumed charge of 
the merchandising programs of the 
company. As vp, Mr. Hurly will 
have charge of all phases of 
Chrysler’s sales, advertising and 
merchandising activities. 


| 


Form New Agency 

Durkin & Rader, a new Chicago 
public relations and advertising 
agency, has opened offices at 53 
W. Jackson Blvd. The partners are 
Douglas Durkin, who established 
his own public relations company 
in 1951, and Douglas Rader, a 
commercial artist, who operated 
his own advertising agency for 14 
years. 


Ray Herrmann Promoted | 

Ray R. Herrmann Jr. has been | 
appointed to the new post of as- 
sistant advertising director of Na-| 
tional Distillers Products Corp., 
New York. He joined the sales de- 
partment of National Distillers in 


1952, and in 1955 was transferred| J 


to the company’s advertising de- 
partment. In his new job, he will 
have general executive responsi- 
bility on all of the company’s 
brands. 


Colgate Promotes Clark 

Robert J. Clark has been ap- 
pointed merchandising manager of 
the soap division, Colgate-Palm- 
olive Co., Jersey City. He succeeds 
F. O. Robitschek, who has become 
president of Onyx Oil & Chemical 
Co. Robert M. Smith succeeds Mr. 
Clark as manager of the new prod- 
ucts department of the soap divi- 
sion. 
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IN CANADA 
more than */rds 
of ali major 

goods and services 
sold in Toronto 

are bought by 
readers of the 


TORONTO © 
DAILY STAR 


A *SOURCE: Gruneay Reseorch Survey, 1955" ) 
Rs uae es “aia R ice eo 


Tews. SAPs MMe, 28 RE RE OS tS 


& 
§ 
8 


In 


Field of Human 


Endeavor: 


Only 
ONE can 
be the 


“champ!” 


every 


And in the Los Angeles Evening news- 
paper field, the Herald-Express leads the 


second evening paper by more 


NET PAID DAILY 
CIRCULATION 


000 


than 


Remember! In the evening, Los Angeles reads the 


HERALD-EXPRESS 


“Largest Evening Circulation in Western America” 
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This Week in Washington... 


Budget Hints Peace Economy Near 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, Jan. 19-—Political | 
Washington senses that the budget | 
which went to Congress Monday | 
is a turning point. Since 1940, 
most budgets have been weighted 


on the side of defense, foreign aid | 
/new highways, schools and other 


and the fight against inflation. In 
the 1957 budget, President Eisen- | 
hower offered a blueprint of the 
kind of activity and spending) 
which the administration believes 
will be of special importance to 
government and business during 
the next several years. 

In this new budget, the govern- 


TIME saved 
& on correspondence 


is probably the only profit we obtain 
JAY P. ofit. 


from the first job. Don't deprive us 
WALK sdvestising typography 
UBBARD, CHICAGO 11 © MOhewk 4-61 


. Just send your next ad in! 
116.6 


| ment embarks on long range ex- 


|penditures for highways, schools, 
health and other needs. For those 
who will build and equip the fa- 
| cilities, the business impact in 1956 
'and thereafter will be significant. 
In addition, the whole business 
economy will be involved. For the 


| facilities inevitably will influence 
‘the pattern of economic develop- 
|ment and market growth. 
ae ” e 
What about Taxes? With the 
budget stabilized at $66 billion 


‘and more spending in sight in 


1958 and 1959, there is not much 
immediate room for tax cuts. Over 
the long run, however, growth of 
the economy may clear the way for 
tax relief. 

In 1957, for example, the gov- 
ernment expects to collect a record 
$66.3 billion. Yet in 1945, when 
rates were higher, it could collect 
only $50 billion. The explanation, 
34!'of course, is that we now have 


LET US PROVE HOW 


MEYERCORD TRUCK DECALS 


CUT COSTS and BUILD YOUR BUSINESS 
Available in ANY Size, ANY Color, ANY Design! 


America’s biggest fleet 
operators choose Meyer- 
cord Decals for many 
good reasons. They're 
made to “take it” in any 
weather or climatic con- 
dition; they save the fleet 
operator important mon- 
ey in lower costs and re- 


duction of valuable lay-up time. And Meyercord’s superior art, 
design and production facilities can produce your truck decals in 
any needed color combination, design or lettering style. Whether 


you want to identify or advertise your business . . 


. or . let 


us prove how Meyercord Decals can do the job better on your 
trucks! Just drop us a note on your letterhead; no obligation. 


5323 W. LAKE ST. 
CHICAGO 44, ILL. 


more taxpayers, paying taxes on 
higher incomes. 
o + + 

Cold War: Besides plumping for 
a 50% hike in the overseas budget 
of the U.S. Information Service, 
President Eisenhower has asked 
Congress to provide funds to step 
up US. participation in foreign 
trade fairs. 

Scores of U.S. companies have 
provided exhibits which have been 
set up at fairs 
world in the past two years, sup- 
plementing the government’s own 
exhibits. 

After a recent 27,000-mile tour, 
Roy Williams, director of the Com- 
merce Department’s office of trade 
fairs, reported recently: “Amer- 
ica’s participation in trade fairs 
has met the competition of the 
Soviets and satellite nations head 
on and is winning hands down.” 

* * * 

Economy Booster: Money man- 
agers have decided to ease up on 
credit restrictions in the face of 
shrinking markets for autos and 
houses. 

Within hours after the decision 
was made, Federal Housing Ad- 
ministration issued a press release 
announcing that 30-year mortgages 
are once more available. 

Just before the about face on 
mortgages, Veterans Administra- 
tion reported GI loan applications 
in December had dropped below 
the 50,000 mark for the first time 
in 17 months. 

s * o 

Postponement: Senate commerce 
committee’s probe of the Federal 
Communications Commission was 
postponed until Jan. 26. The deci- 
sion was made as a result of the 
unexpected death last Saturday of 
Frank Pellegrini, of the committee, 
who had been expected to take a 
leading part in the questioning. 


GE Sets White Bulb Push 

General Electric Co. will launch 
a large-scale ad campaign Feb. 27 
to introduce its deluxe non-glare 
white bulbs. The program includes 
commercials on NBC-TV’s “Medic” 
and insertions in Better Living, 
Everywoman’s Magazine, Family 
Circle, The Saturday Evening Post 
and Woman’s Day. Batten, Barton, 
Durstine & Osborn is the agency 
for the lamp division. 


Bissell Sweeper Elects 
M. R. Bissell III, formerly vp in 
charge of marketing of Bissell 


throughout the) 


it takes two to 


Advertising Age, January 23, 1956 : 


Everyone with 9 heart knows that tussing can 
ead (f you don't watch out) to @ happy mar 
nage Take the city of Atlanta for mstance A 
fot of kissing went on here in ‘55 Vitel statistics 
report over 4000 signatures on the dots. 

But why take Atianta when you _an take 
Exmoor sweaters of Tycore yarn lend there's 
more in it for you) 

Tycora. the modihed continuous filament 
yarn and Exmoor, the makers of the finest 
sweaters you Can knit kissed and ¢ produced 
the most astonrshung sweaters that ever hap 

pened The sates added up to staggenng 

statysbcs Why in Alianta alone more Exmoor 

Sweaters made of Tycore were sold than 

there are marnage hunting southern beties, 
in the town (ASK RICH’S -THEY SOLD THEM) 

Weil theres nothing that heats love and 
theres no doubt that everyone loves sweaters: 
with such lovable wrtues as these Swesters of 
Tycora will not pill or fuzz even when dunked 
wn the washing machine Cotors stay new born 
fresh - seem to enprove with every washing, 
Keep ther ongnal shape tor ite — won't shrink 
oF grow anyahere forthe frst bre kuamury and 
durability combene in a sweater 

But enough of thes romancing - find out for 
yoursell what other fine stores snow 


EXMOOR: TYCORA’ 


ki 
Iss , @ 


KISSING CAMPAIGN—A giraffe’s thoughts when kissing are open to 

conjecture, but what comes of a romance between a yarn and a 

sweater manufacturer? Answer: a lovable sweater. Textured Yarn 

Co., maker of Tycora, and Exmoor Knitwear are wooing buyers 

with a trade campaign starting with this ad in Women’s Wear 

Daily. Other zoo residents will be featured in subsequent ads. Hock- 
aday Associates, New York, is the agency. 


Fruit of the Loom Promotes 
Stocking Sale and Contest 

“A prize-winning sale” is the 
February promotion planned by 
Fruit of the Loom fine nylons di- 
‘vision of Diamond Mills Corp., 
|subsidiary of Julius Kayser & Co. 
From Feb. 10 to 25, Fruit of the 
Loom nylons will be _ specially 


priced at 79¢ and 99¢, and the! 


company will launch a consumer 
contest offering 100 prizes: $500, 
$200 and $100 bonds and 97 nylon 
stocking wardrobes. 

Retailer promotion will include 
two January insertions in Wom- 
en’s Wear Daily; page ads in the 
Feb. 13 Life and Feb. 12 New York 
Times Magazine will promote the 
contest to consumers. Contestants 
merely fill out entry blanks from 
ads or from hosiery departments. 
The drawing will be made in New 
York and winners notified by mail. 
Altman-Stoller Advertising, New 
York, is the agency. 


Masonite Expands Campaign 
Masonite Corp., Chicago, will 

increase its use of color in an ex- 

panded 1956 ad campaign, which 


will break in the February issues 
of Better Homes & Gardens and 
Living for Young Homemakers 
with a four-color page devoted to 
a “His and Hers” workshop. This 
ad, like others planned in the con- 
sumer program, will be backed by 
point of sale easels, with free cop- 
|ies of the do-it-yourself plan men- 
tioned in the copy. Trade and class 
publications, direct mail and a 
movie will also be used in the cam- 
paign. Buchen Co., Chicago, is the 
agency. 


Slenderella Fattens Budget 
Slenderella International, a “fig- 
ure proportioning” chain, has ear- 
marked “well over $1,000,000 on 
radio. alone” during 1956. Spots, 
local programs, and the Ruth Ash- 
ton program on the CBS Pacific 
network will run up a total of $1,- 
193,683.92, according to the chain. 
Slenderella will also use tv, 
newspapers and magazines. Slen- 
derella International has expanded 
from five salons in 1950 to 
more than 100 at present in the 
U. S., Canada and Europe, accord- 
ing to the company, and will open 


10 new salons this month. 


Carpet Sweeper Co., Grand Rap- | 


ids, Mich., has been elected pres- | 
ident of the company. He succeeds | 


his uncle, M. R. Bissell Jr., who 


becomes chairman of the board. | 


Irving J. Bissell, father of the new 


president, has been named vice-| 


chairman. 


“Specializing in office space for advertising agencies" 
JULIEN J. STUDLEY we. 
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‘The Washington Star 
46,070,000 lines 


Largest volume of advertising ever carried by 


a Washington newspaper 


Nearly 9 million lines ahead 
of Washington’s morning newspaper 


It is axiomatic that the newspaper that produces the 
most business gets the most linage. In Washington 
last year, advertisers left a tell-tale gap of 8,744,000 
lines between The Star and the next newspaper. The 
Star’s total of 46,070,000 lines is the largest volume of 
advertising ever carried by a Washington paper. As 
we’ve pointed out before, reaching people is nice but 
reaching customers is more profitable—especially in 


Washington, the richest mass market in the nation. 


Media Records figures 11 months; publisher’s figures for December 


‘The Washington Star 


EVENING AND SUNDAY WASHINGTON, 


Represented nationally by: O’Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
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Copywriter Art Dying 
as Non-Copywriters 
Invade Field: Weir 


New York, Jan. 17—Walter 
Weir, advertising copywriter and 
agency vp, thinks copywriting as 
an art is diminishing in importance 
because people whose primary 
abilities lie in other areas assume 
they can also be copywriters. 

Speaking to the weekly luncheon 
of the Advertising Men’s Post No. 
209, American Legion, Mr. Weir, 
vp of Donahue & Coe, said fur- 
ther that the agency business 
has changed so that agencies now 
find themselves duplicating clients 
in many of their activities. 

“To a large degree, copywriting 
—as an art—has diminished in the 
importance given to it,” he said. 
“I think this is the result of sev- 
eral factors. First of all, it is real- 
ized today that, with the possible 
exception of mail order advertis- 
ing, a great copy message alone is 
seldom sufficient to move mer- 
chandise in the volume and at the 
rate it must be moved today. 


® “Second, I do believe that there 
has been a definite decline in the 
number of serious writers attracted 
to advertising, possibly because the 
position of the writer is not so 
paramount as it once was. 

“In my considered opinion,” 
Mr. Weir continued, “all too little 
attention is given to maintaining 
copywriting on a level at which 
belief in the written word is not 
lost through the fabrication of a 
copy message by people who have 
little respect ior clear, forceful 
writing and even less for veracity. 
I think it is shameful that the con-| 
struction of a sentence or a para-. 
graph is held in so little regard | 
thet a man whose primary abil-| 
ity lies in administration or pro- 
duction or sales will assume that | 
he enjoys the writing ability that) 
a genuine wordsmith has spent) 
years of painful effort to achieve.” 


@ Mr. Weir felt that the “reality 
of the advertising agency business 
today” is such that agencies must 
duplicate many of their clients’ ac- | 
tivities in order to understand the | 
entire marketing plan for a prod- 
uct. 

“Marketing involves not just 
media selection, and the prepara- 
tion of advertising and sales pro- 
motion material,” he pointed out. | 
“It involves such items as distribu-| 
tion and methods of distribution, 
pricing, product design, salesmen’s | 
incentives, consumer habit studies 
and so on. 

“I am sure if the Laskers and 
the Ayers and the Presbreys and 
the Thompsons were to come back 
on the advertising scene today they 
would protest that the agency 
business has taken on tceo many 
things that should be done by the 
client. In terms of agency net, this 
is probably true. 

“However, I do not think there} 
are any top agency men today who 
would not tell you that agencies 
must engage in all phases of mar-| 
keting even if many of their ac- 
tivities in this respect duplicate 
those of their clients. Either this or 
they must make clear that they are 
functioning solely as creative serv- | 
ices—as an art service or a print-| 
ing service with creative thinking 
thrown in. There is no middle, 
ground.” 


8 Mr. Weir had some other obser- 
vations to make on the subject of 
aging advertising men. 

“I’ve noticed that advertising 
men, if they survive long enough, 
do not, like old soldiers, just fade 
away. Either they become execu- 
tives or they become merchandis- 
ing counselors, advisors or free- 
lancers. This is one of the penalties 
of growing old. 

“] think possibly becoming a 


merchandising counsel, an advisor, 
or a free-lancer is, if anything, a 
kinder fate than becoming an ex- 
ecutive. An executive is a person | 
who does nothing in particular, | 
but who still has to see that every- 
thing in general is done, even if he 
has to do it himself.” 


Dixie Agency Changes Name 

Dixie Advertisers, Jackson, Miss.,| 
has changed its name to Godwin | 
Advertising Agency. George W. 
and Eugenia B. Godwin continue | 


as partner-owne's. The agency is | both clients and advertising agen- 
changing its mame to get away | cies. 
from a regional :eference, accord- | 
ing to the Godwins. | Zitt-Davis Names Gittleman 
Arne G. Gittleman, with the ad- 
Thompson Opens Agency _vertising staffs of Ziff-Davis pub- 
Paul B. Thomson, for 25 years | lications for the last four years, has 
associated with Sunset Magazine, been named advertising manager 
has opened his own agency and_ of the company’s new motor group, 


|merchandising ; rvice under the | Sports Cars Illustrated and Home 


name of Paul |. Thompson Inc.,| Auto Mechanic. Allen Hardy, who 


with offices at 6: 7 Market St., San| was with these publications under | 


Francisco. Mr. ' hompson, a spe-| the previous owner, has joined the 
cialist in fancy food, will serve) group’s advertising staff. 


Advertising Age, January 23, 1956 


Stegor Ware to Horton-Noyes 

Stegor division of Gorham Co., 
Providence, R. I., has appointed 
Horton-Noyes Co., Providence, to 
handle advertising for Stegor 
stainless and silverplated table- 
ware. Charles W. Hoyt Co., New 
York, formerly handled the ac- 
count. 


Paul Sherry Studios Moves 

Paul Sherry Studios, New York, 
has moved to larger offices at 480 
| Lexington Ave. 


This brand-new series of 39 half-hour films is proving as popular 
with sponsors as the Philip Wylie CRUNCH and DES stories have 
been with readers of the POST for 17 years. And no wonder! 
They’re wonderful stories of drama, romance, action, comedy, 
adventure...all realistically filmed on location in colorful Bermuda. 
Everything about this series adds up to a great popular success! 
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Will Publish Directory 

F.U.R.N. Club Facts, a home 
furnishings trade monthly in the 
Rocky Mountain region, will in- 
clude a monthly Buyer’s Guide 
Directory, according to Harry E. 
Shubart Co., publisher. The dir- 
ectory will carry listings of home 
furnishings products along with 
their manufacturers, sales repre- 
sentatives or distributors. Open 
advertising rate will be $1.50 a 
line. The magazine is published in 
Denver. 


Commerce Department's Oechsle Pleads for 


‘More Science in Salesmanship, Distribution 


New York, Jan. 17—The chal-|! 
lenge of automation is not to pro- 
duction but to marketing, a gov- 
ernment administrator told the 
New York chapter of the Amer- 
|ican Assn. of Newspaper Repre- 
| sentatives last week. | tion and increasing disposable in- 

Carl Oechsle, Deputy Assistant come in the hands of consumers, 
Secretary of Commerce for domes-/| Mr. Oechsle said the problem of 
| tic affairs, warned that the present ' the future is not so much produc- 


volume of advertising “may be in- 


ed high rate of expansion implied 
in our goal of a $500 billion econ- 
omy.” 

| Pointing to increasing pepula- 


sufficient to stimulate the sustain- | 


65 


tion of enough goods as it is the | volume of advertising has increased 
stimulation of consumer demand | since prewar days from $2 billion 
for the goods. | to more than $8 billion annually, 
“As incomes increase and basic | “in relation to consumer expendi- 
needs are fulfilled,” he pointed | tures, it is not significantly higher 
out, “an enlarging proportion of | today.” 
spending becomes discretionary or 
postponable. A greater relative ef- ® The Commerce Department of- 
fort and expenditure in sales pro-| ficial paid tribute to advertising 
motion and advertising may be re-|men for developing the “tech- 
quired to move to such new high | niques of their art to new heights 
levels of production and consump. | of effectiveness.” He added, how- 
tion.” |}ever, that while advertising has 


Mr. Oechsle said that while the|taken over more of the selling 
process, the field of salesmanship 


IN OVER 50 MARKETS 
THE FIRST TEN DAYS! 


starring 


Your markets may still be available, but don’t delay. 
Call or wire for an audition print...today. 


NBC FILM DIVISION 


SERVING ALL SPONSORS...SERVING ALL STATIONS 
30 Rockefeller Plaza, New York 20, N. ¥. 
Merchandise Mart, Chicago, Ill. 
- Sunset and Vine Sts., Hollywood, Calif. 
In Canada: RCA Victor, 225 Mutual St., Toronto; 1551 Bishop St., Montreal 


FORREST TUCKER 


has been woefully neglected. 

He raised the question: “Is 
there really any substitute for 
human salesmen giving customers 
personal attention?” Mr. Oechsle 
said there is great “economic 
waste” in a merchandising pro- 
gram that “neglects salesmen and 
expects advertising to do the whoie 
job.” 

“When the advertising by itself 
is that effective,” he added, “you 
may be sure it would be even more 
effective if followed up by proper- 
ly trained salesmen.” 


® Mr. Oechsle said there must be 
more emphasis on the training of 
sales workers and the recruiting 
of more young people for the sales 
field. 

“We need to apply and develop 
in the broad field of distribution 
the same zeal for research, educa- 
tion and scientific method that 
have developed our marvelous 
production machine,” he said. 

A business man, Mr. Oechsle is 
in charge of the Commerce Depart- 
ment’s new census of business. As- 
sociated for many years with 
Worthington Pump & Machinery 
Corp., he is now on leave of ab- 
sence from Tubed Chemicals Corp., 
Easthampton, Mass., of which he 
is president and a director. 


Helene Curtis Promotes 2 


Helene Curtis Industries, Chi- 
cago, has appointed William Row- 
ells art director, and Kenneth 
Gross associate art director. Mr. 
Rowells has been with Curtis for 
about three years, Mr. Gross for 
about ten. 


Hoffman Promotes Mulvanny 

J. P. Mulvanny has been ap- 
pointed media and research direc- 
tor of Hoffman & York, Milwau- 
kee. Mr. Mulvanny has been 
assistant to Wilford York, exec 
vp, since 1947, when he joined the 
agency. 


GOLFERS 
SPENDERS 


.--$190,000,000 annually for equip- 
ment, apparel and accessories... 
and their numbers are mounting in 
the fast growing Golf Market. 


“GOLF MARKET 
INFORMATION” 
gives the full facts 
from golf's leading 
publications 


COLFing 


National Players’ Magazine 


407 S. DEARBORN ST., CHICAGO 5, ILL. 
20 VESEY STREET, NEW YORK 7, NEW YORK 


ALSO. PUBLISHERS OF 


THE BUSINESS JOURNAL OF GOLF 
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PHOTO REVIEW 
OF THE WEEK 


OVERSEAS ASSIST—A certificate of cooperation is presented to the 

McGraw-Hill Publishing Co. by the International Cooperation Ad- 

ministration for “significant contribution” to the technical exchange 

program. Presentation was made by Theodore J. Wilson (left), 

deputy chief of ICA, to L. C. Morrow, director of special editorial 

services at McGraw-Hill, who also was commended personally for 
his work in contacting project managers. 


BEAUTIFULLY FIGURED—A change in illustration style, 
shown in this page scheduled for April issues of 
Better Homes & Gardens, Farm Journal, Harper’s 
Bazaar, Household, Life, Vogue and Woman’s Home 
Companion, marks Formfit Co.’s 1956 advertising. 
High fashion boudoir photographs are replacing the 


THIS IS AN AGENCY?—Down in New Orleans they’ve got it made. The Aubrey Williams 
Advertising Agency is housed in three adjoining renovated mansions, in the heart of 
the Vieux Carre, connected by two secluded patios, complete with tropical plants 
and iron grillwork. In the photo at left, Aubrey Williams, president, former Cleve- 


Cone McElroy 


TRIBUNE TOURISTS—During the 54th annual convention of the ad- 
vertising department of the Chicago Tribune, the newspaper’s sales- 
men visited the offices of Foote. Cone & Belding, Chicago, where 
agency executives explained the background of the ads the agency 
is producing for the Tribune. Shown here are Fairfax M. Cone, 
agency president; John McElroy, account executive on the Tribune 
account, and F. J. Tomei and W. H. Hattendorf of the Tribune ad- 
vertising department. 


arr 


Advertising Age, January 23, 1954@ 


ELEGANT—Following through on its 
Golden Age of Elegance promo- 
tion, Schenley Distillers Co. staged 
a fashion show at the Hotel New 
Yorker showing elegance in swim- 
suits. Above, Exhibit A. 


PHON-A-THON FELLOWS—Now over 
the halfway mark in its drive to 
raise $1,000,000 in pledges by May, 


4 Dress Right- 
@®& you cant afford not to! 


the American Institute of Men’s & 
Boys’ Wear Inc. staged a national 
“Phon-a-thon” Jan. 17 at which 
more than 45 directors made mem- 
bership calls across the country. At 
the proceedings were Francis De- 
Witt Pratt, general manager of the 
institute; Ben Duffy, president, 
Batten, Barton, Durstine & Osborn, 
the institute’s agency, and Willard 
W. Cole, president of the institute. 


MacFarland Aveyard 


straightaway product photography. Looking over 
the promotion in photo at right are Walter Power, 
vp and account executive, MacFarland, Aveyard 
& Co., Chicago; Arthur H. Baum, Formfit’s adver- 
tising director, and Hays MacFarland and A. E. 
Aveyard, principals of the agency. 


FILM CANTEEN— 
This vendor sells 
roll film, as the 
lassie demon- 
strates. The ma- 
chine, made by 
Technamat- 
ic Corp., a divi- 
sion of Chicago 
Kitchenware Inc., 
Chicago, stocks 
b&w film in three 
sizes—120, 620 
and 127. 


land and New York adman, looks decidedly comfortable while dictating to Katherine 
Evans. Center: Mary Lou Hopkins, agency general manager, welcomes William Hum- 
phries and Hal Matthews, representatives of Station WDSU. At right, Miss Hopkins 
takes notes as Mr. Williams talks with Joseph Oswald, president of Station WWEZ. 
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in Phniladelphia 


From Point Breeze to Paoli, from Camden to Cynwyd, citizens who would 
not have been caught dead with the old Daily News are now beginning to 
“see the bright difference.” 

The all-new Philadelphia Daily News is giving the town journalism of 
unaccustomed vigor. And the town loves it. For the first time in decades, a 
Philadelphia newspaper is speaking its mind on issues more controversial 
than yesterday’s weather. Philadelphians of all parties are getting kicks 
from editorial pages that sing out with clarity, power and wit. 


New thousands are applauding sharply-written news and feature stories, 


Represented by: REYNOLDS-FITZGERALD 
New York + Chicago * Detroit * Syracuse « Atlanta 
Los Angeles * San Francisco * Seattle * Philadelphia 


quoting from columns that run the gamut from Earl Wilson to Max Lerner, 
Dorothy Kilgallen to Sylvia Porter. 


Of course, the new NEws audience is quick and responsive. Prosperous, too. 
That’s why alert advertisers, local and national, are giving us such gigantic 
linage* gains. They know the benefits of reader loyalty. They know, also, 
that ads in our sparkling tabloid pages get seen: we couldn’t bury you if 
we tried. Reader loyalty plus supreme visibility . . . that’s why the “pay off” 
is big . . . in more than 175,000 free-spending households. Try a schedule 
soon. See the bright difference! 


PHILADELPHIA DAILY 


++*AJ EW ht tee 


*Gain 1,177,372 lines 12 months 1955 
Total Daily Advertising Media Records Inc. 
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Launch Salute to 
50 Years of Pure 
Food and Drug Laws | 


WASHINGTON, Jan. 17—Food Vt 
Drug Commissioner George 
Larrick hoped for new sa 
covering chemical additives in| 
foods and drugs, as the food and 
drug industry and the government 
joined last week in the opening 
event of a year-long celebration 
marking the 50th anniversary of | 
the federal pure food and drug} 
laws. 

More than 200 persons, with a} 
large percentage from industry, | 
attended the kick-off luncheon 
here Wednesday in a show of uni- 
fied support for the golden anni- 
versary celebration. 

While Mr. Larrick’s formal re- 
marks dealt chiefly with promising 
developments for the future in the 
food and drug fields, he told a 


STIVERS STOCK ART ¢ 


New Giant Art Handbook 3000 pro- 
fessional! Idea & Copy starting “ 


ings & cartoons. Serving rec. 
Agencies, Natl. Advtsrs. ex- 
clusively. Users say “TOPS”. 
LOW FEES— FREE BROCHURE 
Stivers Studio+ 67 Moin+San Francisco 5 


press conference before the lunch- 
eon that there is urgent need for 
new legislation to require compre- 
hensive proof of safety before 
chemical additives are used in 
foods and cosmetics. 


|@ The luncheon was arranged by 
the Assn. of Food and Drug Of- 
ficials of the U.S., a group com- 
| posed of state and federal officials. 
The Washington food group, com- 
posed largely of trade association 
officials in the food field, acted as 
| host, with Howard Prentice of the 
Corn Industry Research Founda- 
| tion as master of ceremonies. 

To coordinate the year-long cele- 
bration, Dudley-Anderson-Yutzy, 
public relations counsel retained 
by the Assn. of Food and Drug Of- 
ficials, is distributing promotional 
materials to business organizations 
in the food, drug and cosmetic 
fields. 

A special seal has been prepared 
for use in printed or tv advertis- 
ing, and a postal meter slug also is 
available. 

Postmaster General Arthur Sum- 
merfield has announced that a 
special postage stamp will be is- 
sued commemorating the anniver- 
sary. Proclamations will be issued 
by governors and probably by 
President Eisenhower. 

Background material prepared 


reciSion 


MAKES THE DIFFERENCE 


What a tremendous difference there can be in 
the quality of engravings! 

Improper depth of etch, imperfect dot struc- 
ture, or any carelessness would quickly show up 
in a poor reproduction that’s disappointing, time- 
consuming and costly. 

At DOT, “precision” is a working word. And we 


combine it with 
engravings in the 


“speed” to give you quality 
shortest time possible. 


i0T Cngravers, Ine. 


600 W VAN BUREN ST+ CHICAGO 7 


TELEPHONE STATE 2-5367 


DULUTH- SUPERIOR HARBOR 
1337 MILES FROM ANY OCEAN . 
1S AMERICA'S SECOND LARGEST 
PORT. LAST YEAR OVER 63 
MILLION TONS OF CARGO MOVED 
THROUGH DULUTH AS A RESULT 
OF MINNESOTAS EXPANDING 
INDUSTRIAL ECONOMY. 


Ad — 
i KX 


PERCENT OF ALL 
MINNESOTANS LIVE WITHIN 
—X 5 MILES OF RECREATIONAL 
WATER. WHENEVER YOU VISIT ~~ 
MINNESOTA THERE'S WATER FUN 
AWAITING YOU. 


MINNESOTA 


ane oF vaooe ne 


IDEAL PLANT LOCATIONS AND BUILDINGS NOW AVAILABLE 
WRITE: MINNESOTA DEPT. OF BUSINESS DEVELOPMENT, ROOM 60, STATE CAPITOL, ST. PAUL 1, MINNESOTA 


TWO-WAY PITCH—“Amazing Minnesota” is broadening its ad appeal 

this year by alternating in its national advertising tips for both 

tourists and industry. The ads are cartoons like this one which 

appears in Business Week in January. Six of the 12 ads stress 

tourist advantages, six industry appeals. Bozell & Jacobs, Minne- 
apolis, is the agency. 


Advertising Age, January 23, 1956 


N. Y. Marketers Set 
Study of ‘Role of 
Marketing Function’ 


New York, Jan. 17—A research 
project on the “changing role of 
marketing function” is being fi- 

/nanced by the New York chapter 
| of the American Marketing Assn. 

Believed to be the largest 
| project of its kind ever undertaken 
by an AMA chapter, it is being 
conducted by Henry Bund and 
| James Carroll, executive editor 
and an associate, respectively, of 
the management methods division 
of the Research Institute of Amer- 
ica. 

The study will examine how 
companies are organizing their 
marketing departments today and 
using tools such as statistics, en- 
gineering and psychology. 

Tentative plans call for publica- 
tion of the final report in the July 
Journal of Marketing. Highlights 
of the report will be presented at a 
June chapter meeting. The special 
project is being financed out of the 
chapter’s 1954-55 treasury surplus. 


Time Inc. Buys ‘John Daly’ 

Time Inc., New York, has bought 
the Thursday telecast of “John 
Daly & the News” (ABC). Spon- 
| sorship is on behalf of Life. Young 
|& Rubicam is the agency. Mean- 
while Life reportedly is looking for 
a 30-minute weekly series as its tv 
vehicle. 


by Dudley-Anderson-Yutzy em-} cause these laws restrain unethical 


phasizes the good will that exists competition.” 


between the Food & Drug Admin- 


istration and the industries that it | 


regulates. 


8 “The history of this effort re- 
veals that the regulatory agencies 
have not acted merely as police- 
men but have provided other im- 
portant services to industry as well 
as to the consumer,” the fact sheet 
says. 

“Inspection and enforcement 
service, backed up by the cooper- 
ation of a dynamic food industry, 
resting on the foundation of the 
1906 food law, are important 
stepping stones in the modern day 
structure from which the Amer- 
ican public receives the best and 
purest food ever available to any 
nation. 


® “Today the food, drug and cos- 
metic industries,” the fact sheet 
continues, “are vigorous supporters 
of strong food and drug laws. They 
recognize that, in addition to pro- 
tecting the consumer, these laws 
are good for business because of 
what they do to insure consumer 
confidence and satisfaction in man- 
ufactured products, and also be- 


® The fact sheet also points out | 
that a citizens’ advisory committee, 
which included broad representa-| 
tion from the regulated industries, 
recently reported that appropria-| 
tions of the Food & Drug Admin-| 
istration need to increase three to! 
four fold during the next 10 years, 
and that new laboratories are 
needed for the agency. 

The celebration will reach its 
high point on June 30, which will 
be marked as the anniversary of 
the signing of the first pure food 
law. Much of the publicity will 
deal with the dramatic story of Dr. 
Harvey Wiley’s one-man fight, 
which led to adoption of this law. 
Dr. Wiley’s widow was a head 
table guest at the luncheon. 


Matthews Joins Grant 

Donald T. Matthews has joined 
Grant Advertising, Chicago, as a| 
regional account executive on the| 
Dodge account. He succeeds Thom-| 
as E. Hardacre, who has been | 
transferred to manage the Calcut-| 
ta, India, office. Mr. Matthews 
was formerly in the marketing di- 
vision of Pabst Brewing Co. 


The PHQTOMATIC Co. 


53-59 E. IIlinoi . 11, m. 
Phone Wiitehall 4- 


SPARK EVERY PROMOTION 


GLOSSY PHOTOS 


MEREDITH Zadeo aud Vheison STATIONS 
affiliated with Beer Homes and bar dens ana Successful Forming magazines 


PHOENIX 
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JOHN BLAIR & CO. 
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BLAIR TV, INC. 
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Air Force May 
Award Its Account 
for Four Years 


WASHINGTON, Jan. 17—The Air 
Force has opened competition for 
its recruiting advertising contract 
with the news that the new con- 
tract may run as long as four 
years. 

Invitations to compete have al- 


ready been mailed by Air Ma- 


terial Command to a number of 
agencies. An Air Force spokesman 
told ApverTisING AcE that Air 
Force recognizes that others who 
may not have received these in- 
vitations may be interested in com- 
peting. 

“Contractors who feel they can 
successfully complete recruiting 
advertising work are encouraged to 
write directly to headquarters, Air 
Material Command, Wright-Pat- 
terson Air Force Base, Dayton, O., 
Attn: MCPMSM,” he said. 


® Under the new policy adopted 
by the department, the contract is 
for one year, with provision for 
three annual renewals, provided 
service performed is satisfactory 
and costs are adjusted to meet 
changes in the program that may 
materially affect the agency’s cost 
of operation. 

At the present time, Ruthrauff 
& Ryan is completing the second 
year of a contract which was ef- 
fective July 1, 1954. A 12-month 
renewal was granted last spring. 

The new Air Force policy is the 
most liberal yet adopted for any 
of the Armed Service accounts. In- 
itially, after World War II, when 
the services first used advertising 
agencies, competitions were held 
annually. 


® Following a study by a commit- 
tee from the industry, the govern- 
ment decided to give one annual 
renewal where services had been 
satisfactory. While the officers in- 
volved in recruiting have pressed 
for longer contracts in order to de- 
velop better working arrange- 
ments, the government’s policy 
has continued to call for frequent 
competitions in order to give 
everyone a chance to get the busi- 
ness. 

Meanwhile the Army and Na- 
tional Guard both expect to extend 
arrangements with their present 
advertising agencies for another 
year. Army recruiters have rec- 
ommended a renewal for Dancer- 
Fitzgerald-Sample, which has been 
on the account since Oct. 1, 1952. 


s D-F-S went through a formal 
competition last spring, and was 
picked to remain on the account 
with a new contract effective July 
1, 1955, for one year, with the op- 
tion of a one-year renewal. Nation- 
al Guard also expects to remain 
with Robert W. Orr & Associates, 
which took over the account from 
Ruthrauff & Ryan July 1, 1955, for 
a year, with option for renewal. 
The Air Force account also in- 
volves about $1,000,000 annually 
spent largely for merchandising 
aids to back up the activities of 
local recruiting offices of the Air 
Force. Air Force has asked agen- 
cies to return detailed question- 
naires outlining their facilities and 
experience by Feb. 1. After these 
forms have been screened, finalists 
will be invited to appear before a 
selection committee. The new con- 
tract is effective July 1, 1956. 


Sidney Clayton Adds One 
Sidney Clayton & Associates, 
Chicago, has been appointed to 
handle advertising, sales promo- 
tion and publicity for Panellit Inc., 
Skokie, Ill., designer and builder 
of control and data handling sys- 
tems. Clayton will also handle the 
Panalarm and Panascan divisions 
of the company. Thomas R. Sund- 
heim, Philadelphia, formerly han- 
dled the account. 


} 
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Videodex Top Ten Spot TV Shows* 
Dec. 1-7, 1955 


Copyright by Videodex Inc. 1881-1956 
No. of Cities in which program Homes % of Our 75th year of serving the 
Program appears and Distributor (000)+ Homest | 
Highway Patrol (143 Cities, Ziv Telovislon) .ccsccccssscccsscecceosessuee 6109 =: 187 Fabulous Southwest. 
| Led Three Lives (128 Cities, Guild Fils Co.) .o....cccccccccccccscceeeseeees 5,972 18.4 R 
Dr. Hudson's Secret Journal (84 Cities, MCA-TV) o.......ccccccssssseesensee 3,076 17.8 The él Paso Times 
Man Behind the Badge (60 Cities, MCA-TV) .........ccccccccsccsseseeneeeereees 2,281 17.7 AN INDEPENDENT NEWSPAPER 
Badge 714 (126 Cities, NBC Film Division) ..............c:cccsseseseeeerens 4,871 17.4 MORNING AND SUNDAY 
Mayor of the Town (56 Cities, MCA-TV) .......ccccccccocccecseeescesseeeseeeeee 1,408 16.8 5s 
Science Fiction Theater (121 Cities, Ziv Television)... 5,054 163 : El Paso Herald-Post 
Liberace (94 Cities, Guild Films Co.) .......cccccccccceseesessesees 4,000 16.1 D A SCRIPPS-HOWARD NEWSPAPER 
The Adventures of Kit Carson (48 Cities, MCA-TV) .ccccscocesosessone 997 16.0 fabulous Southwest aenmaen 
Douglas Fairbanks Presents (38 Cities, ABC Film Syndication) ...... 2,810 15.9 
NATION'S LARGEST TRADE TERRITORY 


*Programs appearing in a minimum of 20 markets. 
+Number of homes tuned to the program. 


tAverage ratio of the number of homes viewing the program to the number of tv 


homes in area carrying the program, compositely weighted. 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


“SEE-PAY” TELEVISION! 


2,770,528 
People, 


495,000 
TV Sets 


(As of Oct. 1, °55) 
e 


in ‘Kentucky 
and Indiana, 


VIA 


a 


WAVE-TV ---3—-- 


Reaching As Many Families in Its Kentucky 


and Indiana Area As: 


* 
* 
Affiliated with NBC, ABC, DUMONT 

2 
SPOT SALES e 
Exclusive National Representatives 

& 

€ 


26 Daily Newspapers Combined! 

115 Weekly Newspapers Combined! 

12 Leading General Magazines Combined! 
16 Leading Farm Magazines Combined! 

14 Leading Women’s Magazines Combined! 
All Home and Fashion Magazines Combined! 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Finds Weiss ‘Righter 
Than He Suspected’ 

To the Editor: 
great interest the Jan. 9 article by | 
Mr. Weiss on annual car models, ' 
and then cut it out to send to a 


friend. 


excessive weight fore and aft of | put of goods with 
the wheels? (As the fountain pen /|ey into the hands 
industry might correct for leaks by | population would 
supplying rubber gloves?) 

My friends among the automo- ] 
tive engineers tell me Mr. Weiss 
is even righter than he suspected. 


I read with 


ut putting mon- 
of an increasing 
ippear to be the 


trick of the decace. 


. H. LEVINGs, 
Winnetka, Ill. 


mendation and wish to express my 
sincere gratitude. 
ARTHUR GODFREY, 
New York. 


| « 

To the Editor: Many thanks for 

| your note and the enclosed citation 

to Benton & Bowles for the cur- 
rent Post Toasties television com- 

| mercials. 

We were already aware of the 

| citation, needless to say, and thor- 

| oughly pleased by it. We offer you 


Mr. Drucker made the point that|our particular thanks for your 
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vides as follows: 

| “In the action brought by 
George N. Kahn Co. Inc., plain- 
tiff, against Jerome Brown, Mer- 
vin and Jesse Levine Inc. and 
Gordon-Corpuel Inc., defendants, 
the plaintiff has agreed to dis- 
continue the action against all of 
the defendants in consideration 
of Jerome Brown’s willingness to 
abide by the terms of his original 
contract of employment with the 
Kahn agency, which terms pre- 
clude Brown for a period of one 


Epwarp L. Gorpy, 
Standard Oil Co. (Indiana), 
Chicago. 


Upon folding it for mailing I| 
found the pictures on the other | 
side, showing the new models of a| . 6 e 
different type. They all had the) 
same stunning body that has|No Need to Guess Number of 
proved so popular for thousands of Labor Force 20 Years Hence 
years. | To the Editor: In your issue of 

You know, it made me think. Dec. 31, Peter Drucker is quoted 
Suddenly I realized that my new as saying that the problem of the 
car doesn’t give me any better|next decade is “How to double 
transportation than the car I had | productive capacity without any 
ten years ago. | increase in the labor force.” 

Could it be that even the car | It is too bad Mr. Drucker’s 
improvements made every two or|solution to this problem wasn’t 
three years are phony? For exam- | also quoted, possibly because he 
ple, power steering to correct for | has none. How to double the out- 


|the people in th labor force 20 
|years from now have already been 
| born, so there is xo need to guess 
| their number—and that there will 
| be a shortage of labor. And they'll 
| have money in their hands, all 
| right. 
e e . 

|Eye and Ear Man’‘s Winners 
Receive Their Citations 

To the Editor: Having just re- 
|turned from vacation, this is the 
first opportunity I’ve had to thank 
you and ApvertTisinc AcE for the 
wonderful citation. I was greatly 
pleased and honored by your com- 


for fashion trends 


a sharp eye 


year after leaving the employ of 
the Kahn agency, from accepting 
employment with any agency hav- 
ing a client that previously had 
been serviced or solicited by the 
plaintiff while Brown was in its 
employ.” 


| thoughtfulness in forwarding to us 
| this official confirmation. 
E. E. STOWELL, 
| Executive Vice-President, 
Benton & Bowles, New York. 
* 

To the Editor: Thanks very 
much for sending the Maxon cita- | 
tion in connection with the Eye 
and Ear Man Award for Gillette 
World Series commercials. . . e 

It certainly is swell, and you|Insurance Ads Dodged 
can be sure it will enjoy a prom-|‘Sameness,’ Boosted Sales 
inent place here at the agency. To the Editor: The Creative Man 

Ep WILHELM, criticizes (justifiably, I think) 
Maxon Inc., New York. | sameness in advertising. As an ex- 
Nh ‘ample, he cites three look-alike 

To the Editor: It was a real |jife insurance ads (AA, Jan. 2). 
honor both for me and all the peo-| Our creative staff was recently 
ple involved in the Progress Re-| faced with this problem for an in- 
ports of the GE Theater to have| surance client in the fire and cas- 
our work selected as one of the | yaity field. Not only did we avoid 
year’s ten best commercials by | cameness but, more importantly, 
ADVERTISING AGe’s tv-radio critic. | we increased sales of insurance. 

So often we work week in and) National of Hartford Group, in 
week out doing the best we can| arch of 1953, began the use of 
without necessarily ranking our ef- | consumer advertising in behalf of 
forts in comparison to others. It is| 
certainly nice to know that ex-| 
|perts in the field feel our results} 
| fall into the “ten best” category. 

Don HERBERT, 
| Prism Productions Inc., New 
York. 


Georce N. Kaun, 
President, George N. Kahn Co. 
Inc., New York. 


ss | 

To the Editor: We, at Academy | 
Pictures, wish to thank ADVERTIs- 
InG AGe’s tv-radio critic for the re- 
cent citation for our efforts on the} 
Sal Hepatica tv spot. ~ 
We have framed the document | vi your ; 
and it hangs in a prominent place. | soagar 6  ~ ape 
Epwarp L. GERSHMAN, 2 
President, Academy Pictures 
Inc., New York. ~~ all 

| The Eye and Ear Man’s selection | sree Sone mn me me me wm 
| of 1955’s ten best tv commercials | TT om me 


|sue of ADVERTISING AGE. 
« . *« 

Beware! 

To the Editor: You have received 


other letters from me about repeti- 
|tion of effects and faces in adver- 


|appeared in the Nov. 14, 1955 is-| S2== 
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|the insurance agent. And we iden- 
\tify him in the ads as a “Pro- 
itection Agent...the man you 


THE NATURAL LOOK was reported first in our pages. 
THE CONTINENTAL INFLUENCE in men’s clothes first 
came to light in our magazine. IVY LEAGUE trend was 
spotted first. by our people. Yes, our fashion staff is 
sharp-eyed for new developments. And wherever fash- 
ion news is made, our people are there. That's why the 
industry—retailers, manufacturers, mill men—looks to 
MEN'S WEAR Magazine for FASHION LEADERSHIP. 


Magazine 


A Fairchild Publication 


7 East 12th Street, New York 3 


tising. Here is another. In one issue wouldn’t dare do business with- 
of Chemical Week (Jan. 7), Glyco| out.” We believe this campaign 
Products Co. and American Cyana- | overcomes at least one objection of 
mid used the same stock photo of|the Creative Man: it addresses it- 


Mm 


>. | 
@ 


=] 
| 


> 
Prevents soap sour 
+ Sucoe 


aa © _ “= 
~ n 
: e . : 
2 oo | 
the TETRINE'S 
en Clove + #080 | 


a girl giving herself a shampoo. 
One advertiser had the retoucher 
at work on the photo, with the re-| 
sult that one is daring and the other | 
|conservative, as you can see. 
Oh, the dangers of using stock 
photos. 


WittiaM A. Rooney, | 
Chicago. | 
7 os & 


George Kahn Goes on Record | 
with Statement of Settlement | 

To the Editor: Please be advised 
that the action instituted by George 
N. Kahn Co. Inc. vs. Jerome Brown, | 
Mervin and Jesse Levine Inc.,!| 
and Gordon-Corpuel Inc. was set- 
‘tled pursuant to stipulation. The 
jemployment contract of Jerome} 
|Brown with George N. Kahn Co. 
Inc. was given force and effect. 
| The stipulation of settlement pro- 


self to real-life problems that in- 
surance can solve. 

Reaction from agents, in the 
form of hundreds of letters and 
measurable increased business, 
shows they agree. In fact, after 
only six months of advertising, a 
national survey showed National 
up from 3rd to Ist place, in the 
opinion of agents themselves, as 
the company doing the most for 
the local agent through advertis- 
ing. 

Not at all incidentally, the cam- 
paign is being continued by Na- 
tional of Hartford Group through- 
out 1956. 

J. M. HiIckKeEerson, 

J. M. Hickerson Inc., New 

York. 

” & 


Takes a Man to Learn 
the Ketchup Bottle Trick 

To the Editor: Re your Dec. 26 
editorial on the public not know- 
ing what it wants, I could have told 
Heinz that their new ketchup jar 
wouldn’t go over. What red-blood- 
ed, virile American would admit 
his inability to cope with the tra- 
ditional trials and _ tribulations 


|involved in coaxing the “great dis- 


guise” from its lurking place? Why, 
that sissy subterfuge of a wide- 
mouth jar would rob us of one the 
great dinner-table games that en- 
liven family life. And rob the head 
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of the household of one of the few 
pathetic distinctions remaining to 
him. In a million American house- 
holds every night, the new ketchup 
bottle is passed to Dad, because 
“Only Pop can make it poop!” 

Personally, I’ve spent 40 years | 
learning how to handle the damn- | 
fangled thing, and nobody, but no- | 
body, is going to persuade me to | 
throw away 40 years of hard-won | 
experience. Any jerk can juggle a 
jar, but it takes a man to make that 
bottle burp. 

BILu LANIER, 
McGraw-Hill Publishing Co., 
Atlanta. 


Suggests Schweppes Limerick 
Authors Be Credited 

To the Editor: I deplore reader 
Lou Kashins’ lack of humor, in his 
dour criticism of the Schweppes 
limerick ad, “I sat next to the 
Duchess at tea...” Coarseness and 
stupid taste? It might shock him to 
learn that authorship of this limer- 
ick is credited to a famous and dis- 
tinguished educator and statesman, 
one-time Princeton University 
president, and 28th President of 
the United States—Woodrow Wil- 
son. 

Note to Schweppes and agency: 
Since Commander Whitehead can- 
not reasonably be expected to do 
everything, including the penning 
of limericks, why not give credit 
where credit is due? 

Lee BUTLER, 
Scarsdale, N.Y. 


‘Keep Off,’ Viennese Style 

To the Editor: While on a busi- 
ness trip through Europe a few 
months back I ran across an inter- 
esting sign in Vienna which is the 
equivalent of our “Keep off the 
grass” sign. The Viennese way of 
doing it, however, was so much 
more impressive, as I believe you 
will agree when you see the en- 
closed photograph. I am told that 
“Auch Du?” means “You, too?” 

The sign struck me as a very 
clever application of poster adver- 


tising for something that we han- 
dle more or less in a routine way 
in our country. Perhaps your read- 
ers might be interested in seeing 
the sign. 


Lioyp W. DuNN, 
Vice-President, Sales and Mer- 


chandising, Capitol Records 
Inc., Hollywood, Cal. 
- e 


The Audience Knows 

To the Editor: I find myself dis- 
agreeing with Mr. Woolf’s com- 
ments re the two fashion ads 
which he criticizes in his column 
of Dec. 26. 

Copy and explanations, I be- 
lieve, are unnecessary for the au- 
dience at which these ads are 
aimed—those who can afford Trig- 
ere gowns and Geller shoes know 
the product and will buy same. 
They are aimed at a high fashion 
audience—the type which would be 
unimpressed by a _ superfiuous 
listing of attributes or a flock of 


The Wearin’ of Linen from Erin, Winner of an Irish sweepstakes 
two years in succession: our client Tailortown, whose sensational 
Irish Linen Dresses are once again sweeping the country...featured 
by leading stores coast to coast in color ads conceived by us.* 


* eee today’s Magazine Section, pages 40-41. 


Mervin and 


| viewpoint. 
| Jesse Sve 


461 Eighth Avenue, New York 1 « OXford 5-0200 


Advertising 
from the 
business man's 


copy. 

Thanks for listening. I ordinar- 
ily do not write “letters to the edi- 
tor,” but felt quite strongly on the 
subject of these two ads, at least, 
and wanted to give you my opin- 
ion. 

BETTINA KOTRICH, 
Campbell-Mithun Inc., Chica- 
go. 


Ads Do Pull... 


To the Editor: We are frequently 
asked whether our house ads ap- 
pearing regularly in the New York 
Sunday Times business section get 
results. 

Today, an elderly little gent ap- 


| peared at our offices, drew a clip- 


ping of the attached ad from his 


| wallet, proffered it to the recep- 


tionist and requested an_ Irish 
sweepstakes ticket. So you see, our 
ads do pull and we even turn away | 
| clients. 
MERVIN LEVINE, 
Mervin and Jesse Levine Inc., 
| Advertising, New York. 
. ° e 
_Adds to Model T Story | 
To the Editor: In your “Letters” | 
jof Jan. 2, William McDaniel won-| 
| ders what Creative Man meant by| 
jrecalling “the gas tank, like an| 
oversize can of beans,” standing | 
| out as a visible feature of the Mod- 
‘el T Ford. My guess is that Cre- 
jative Man was talking about the) 
|Model T which the hot-rodders of | 
a generation ago turned into “cut- | 
downs” or “run-abouts” or “speed- | 
sters.” You streamlined the thing | 
by moving the gas tank from un- 
|der the front seat to a position of 
jaunty dignity behind the driver’s 
position and, if you could afford it, 
you “underslung” the body so it 
wouldn’t sit so danged high off 
the ground. It was much too light 
and bounced around a lot, but it} 


71 


served its purpose back in the days 
when we substituted “cut-outs” on 
the muffler for today’s generation 
of “pipes.” 
JaMEs E. HICKEY, 
Cupertino, Cal. 
« e * 


Being Remembered Counts 

To the Editor: Re: Your “Yule 
Foolery”— 

No better retort than a letter 
from one of our customers, which 
reads in part: “The joy of receiv- 
ing is in the thought of being re- 
membered...” 

E. R. Horyn, 

Advertising and Sales Promo- 

tion Manager, Shaw-Barton 

Inc., Coshocton, O. 


: The nation’s 

only A&C-avdited 
newspaper with 

ht @ DAILY reade-- 

; audience of 

2 630,000 

> buyers 

& The metal industry's 
“Market Authority” 
since! 


OKLAHOMA CITY, OKLA. 


For example .. . 


Started six years 


is ‘first’ in R.F.D. 
Oklahoma and Texas. Another ‘first’ is its 
separate editing policy. 


In the rural Southwest, one farm 
magazine* has emerged with a string of 
envied “‘firsts’’. These mean dollars to 
advertisers and delight to its farm readers. 


the Farmer-Stockman 
coverage in both 


ago as a quiet adventure 


in service to readers, the Farmer- 
Stockman’s separate editing for Texas 
and separate editing for Oklahoma has 
been and is a powerful exclusive. No other 
farm magazine has even attempted it. 


Month after month, Texas-based editors 
of the Farmer-Stockman make-over an 
average of 40% of the editorial content in 
each issue to enable this magazine to 
“strike home because it is at home.” 


The 99% coverage of farms in Oklahoma 
and 82% in Texas prove that these 

and many other Farmer-Stockman “‘firsts” 
pay off ... in readers for the 
Farmer-Stockman . . . in sales for you! 


*the Farmer Stockman 


422,295 subscriber families in the Southwest! 


the Farmer-Stockman 


DALLAS, 


TEXAS 


The Farmer-Stockman is owned and operated by The Oklahoma Publishing Co. * The Daily Oklahoman 


. 


Oklahoma City Times * WKY Radio * WKY-TV * WSFA Radio * WSFA-TV * Represented by Katz Agency 
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Retail Sales in 
‘56 Will Rise 4%, 
NRDGA Is Told 


New York, Jan. 17—Malcolm P. 
MeNair, Lincoln Filene professor 
of retailing at Harvard University, 
predicted last week that retail 
sales should run about 4% higher 
in the next six months than in the 
comparable period of 1955. 

Keynoting the 45th annual con- 
vention of the National Retail Dry 
Goods Assn., Prof. McNair said 
that consumers would have more 
money to spend this year but 
might not be so willing to part 
with it. 

“Consumer spending,” he said, 
“while running ahead for a con- 
siderable paft of the year, if not 
all of it, will not be as powerful a 
stimulant as it was in 1955. While 
personal consumption expenditures 


ACB Newspaper Research Service | 2 
brings you every advertisement | 
you want to see that is published 
in daily or Sunday newspapers of 
the United States. You may have 
this service in complete tabulated 
and summarized report form; or 
you may make up your own reports 
from the full-page tearsheets we 
furnish you. 

With ACB Research Service, you 
know exactly what is being ad- 
vertised by your dealers; or your 
competitor's dealers; or the content 
and extent of releases by com- 
petitors in national advertising. 
ACB shows above how you can 
buy these services by markets; but 
you can order by your sales terri- 
tories; or even single towns. You 
may take these services continu- 
ously, or periodically. 


|may be as much as 5% ahead for| 
the spring season,” Prof. McNair | 
said, “part of the increase will be 
due to slightly higher prices. 

“For the general economy,” he 
predicted, “the coming year ap- 
pears as one of moderate advance, 
with inflationary forces held in 
check—a year in which gross na- 
tional product and total retail sales 
|}may well make new highs, but 
which quite conceivably could 
witness a number of business in- 
dices in moderate retreat.” 


@ Robert A. Seidel, exec vp, con- 
sumer products division, Radio 
Corp. of America, speaking on 
what to expect in color tv in 1956, 
predicted that RCA “will manu- 
facture—and its distributors and 
dealers alone will sell at a profit 
—upward of 200,000 color receiv- 
ers. 

“This year,” he said, 
will really take off.” 


e Ted Jacobs, president of the 
department store of that name in 
Lorain, O., discussing newspaper 
advertising, said, “When an ad 
projects the identity, character 
and individual personality of your 
store, it is a good ad, whether or 
not it misses selling a_ specific 
item. It still sells your potential 
customer on you.” 

In planning advertising, he said, 
his company estimates its sales by 
departments for a specific period, 
generally a month. 

“We then determine the adver- 
tising percentage we are going to 
spend in newspapers,” he said. 
“This figure, multiplied by our esti- 
mated sales for that month, gives 


“color tv 


| us our advertising dollars. Dividing 
ithe advertising dollars by our 
newspaper cost per inch or per 
line gives the inches or lines we 
will use that month.” 

Mr. Jacobs said he had found 
the following percentage break- 
down most satisfactory in deter- 
mining an advertising budget: 
try a advertising, space only, 
| 2% %; direct mail, 1%; all other 
forms of advertising, including} 
| outdoor, transportation, window 
displays, etc., 14%. 


manager of Feller’s Inc., 
burg, Pa., told the convention: 


and listen to their radio with a 
deaf ear.” 


The reason for this, he said, is 


e Samuel S. Persky, merchandise | 
Harris-| 


“Most of our customers today read | 
their newspaper with a blind eye) 


that “too many merchants today | 


| ARES SEEPMAAMUN OF SCLUEIMent Pro- ' iiven tlamily life. And rob the head 


are traditional in their approach to 
the presentation of merchandise. 
| They spend fortunes sampling new 
styles, new fabrics, new items. And 
they hound buyers to find some- 
thing new. But in their advertis- 


low the same old line.” 


e Lyle J. Purcel!, vp in charge of 
marketing, 
stine & Osborn, told about a market} 
research study which his agency 
conducted in cooperation with 
NRDGA. It was made last Decem- 
ber through the agency’s Onondaga 
consumer research panel, in Syra- 
cuse, N.Y. Replies indicated that 
1,358 consumer panel members 
shopped at specific stores for the 
following ong at Merchandise 
handled, 4 


tion, 7%; personnel 4%; for mis- 


cellaneous reasons, 6% 


e Philip M. Talbott, senior vp, 


for 1956. Irwin D. Wolf, vp and 
general manager of the Kaufmann 
Department Stores, Pittsburgh, 
also was reelected chairman of the 
association’s executive committee. 


NRDGA TOP AD AWARD 
GOES TO HECHT Co. 


New York, Jan. 17—Winning 


Retail Dry Goods Assn. newspaper 
advertising contest for 1955, co- 
sponsored with the Newspaper Ad- 
vertising Executives Assn., 
as follows: 

Hecht Co., Washington, D.C., 
standing retail advertising during 
the past year. 

Gold plaque awards were made 
to Gimbels-Westchester for its 
branch and new store openings 
campaign; Frost Bros., San An- 
tonio, for color advertising; John 
Wanamaker, Philadelphia, for its 
Christmas institutional campaign; 
| Miller & Rhoads, Richmond, Va., 
‘for its Christmas merchandise 
‘campaign, and Bon Marche, Seat- 
tle, for its expansion and new de- 
partment openings campaign. 
| Gold plaques also were awarded 
to L. Bamberger & Co., Newark, 
N.J., for its Father’s Day campaign; 
Marshall Field & Co., Chicago, for 
|its institutional advertising; the 
Emporium, St. Paul, for its mer- 
chandise item advertising; Bon 


good ART...good corr.. 


| — 


ACB Services are among the most| 


useful tools in merchandising and 
distribution. They are so flexible 
that you can get exactly what you 
want in coverage—and in duration. 
Send today for catalog. 


Send for ACB’s Cotolog. 48 pages. 
Describes each of ACB's 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It’s 
free! Ask for it today. 


ACB SERVICE OFFICES 


79 Madison Ave. * New York 16 
18 S. Michigan Ave. * Chicago 3 
20 South Third St. + Columbus 15 
161 Jefferson Ave. > Memphis 3 
51 First St. San Francisco 5 


ADVERTISING 
 CHCCKING BUREAU | 


1224 W. VAN 


aad ENGRAVINGS... 7 


Sees Bae og 


LAKE SHORE ELECTROTYPE DIV. 


BUREN ST. * CHICAGO 7, ILL. 


PHONE SEeley 8-1010 


Woodward & Lothrop, Washington, | 
D.C., was reelected president of| 
National Retail Dry Goods Assn. | 


stores in the 15th annual National | 


were) 


was awarded the gold cup for out-| 


ing,” he said, “most merchants fol-| 


Batten, Barton, Dur-| 


| 
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ANA Sets Meeting Jan. 26 


A one day session, open to 
members only, on the recruiting 
and training of advertising person- 
nel, will be sponsored by the Assn. 
of National Advertisers Jan. 26 at 
the Plaza Hotel, New York. It will 
be the first of a series of one-day 
sessions dealing with such subjects 
as public relations, sales promo- 
tion, budget, cost controls, etc., and 
is part of ANA’s expanded 1956 


| program. 


| MacDonough Appointed VP 


coms 
= | 
wrceo: 


’; accessibility or loca-| 
tion of an act, 14%; price, 14%;} 
special services, 8%; store reputa- | 


| DOOR DISPLAY—Clopay Inc., Cincin- 

|nati, will use this point of pur-| 

|chase display in the spring cam- 

|paign for its accordion door. A 

|page ad will appear in the April 

23 Life. Fairfax Inc., New York, 
is the agency. 


| Marche, Seattle, for its merchan- | 
|dise-institutional advertising—| 
selling the store while selling the| 
merchandise, and Hecht Co., Wash-| 
|ington, D.C., for its public service | 
campaigns. 

Also to Nau’s, Green Bay, Wis..,| 
for its advertising of storewide| 
sales and events; Woodward &| 


\fashion campaigns, and W. T. 
,|Grant & Co., New York, for its 
chain store advertising. 


Seagram Subsidiary 
Will Handle Imports 


New York, Jan. 17—General 
Wine & Spirits Corp., new subsidi- 
ary of the House of Seagram, has 
been organized to market several 
Seagram imports. Currently these 
include Chivas Regal and Chivas 
Royal Salute Scotch whiskies, 
Christopher Columbus rum, Myers 
rum and Wolfschmidt vodka. (The 
vodka actually is not an import 
but is manufacturered in this coun- 
try by Wolfschmidt Ltd.) 

No over-all head of the new sub- 
sidiary has been named as yet. 
|But last week several appoint- 
ments were announced. 

Jon Sobctka, formerly advertis- 
ing director of Pharma-Craft Corp., 
pharmaceutical manufacturer, has 
been named advertising manager 
for all brands handled by General 
Wine & Spirits. 

Daniel J. Mahoney, associated 
with Seagram since 1945 as an ad- 
vertising copywriter, takes over as 
sales promotion manager. 

Walter Stumpf becomes sales 
manager for the Chivas Regal 
Scotch whiskies. Samuel C. Fillet 
heads the new subsidiary’s rum 
division. 

Other appointments will be 
made in the near future, AA was 
told. 


= The setting up of the subsidiary 
will not involve any changes of 
advertising agencies, a company 
spokesman said. 

Currently Lynn Baker Inc. han- 
|dles the Chivas Regal brands, 
Dowd, Redfield & Johnstone has 
| Wolfschmidt vodka and Christo- 
|pher Columbus rum and Myers 
rum is handled by Gotham-Vladi- 
mir Advertising. 


‘Art News’ Names VPs 

Gerald A. Cripps, advertising 
manager of Art News, New York, 
has been elected a vp of the com- 
pany. Sanford A. Jacobs, for the 
past five years with J. K. Lasser 
& Co., has been named vp, secre- 
tary and business manager of Art 
News and the Art Foundation 


Lothrop, Washington, D. C., for its| & 


William A. MacDonough has 
been appointed vp of Crosley & 
Bendix Home Appliances divisions 
of Avco Mfg. Corp., Cincinnati, in 
| addition to his duties as director of 
|advertising and sales promotion. 
|Mr. MacDonough has served in 
_ various advertising and merchan- 
dising capacities with Avco since 
1950. Prior to that, he was director 
of advertising and merchandising 
of Coolerator Co., Duluth. 


y NX 
The.greatest 
magnet for | 
) the ‘buyer's 
inde | 


The daily newspaper appeals to 
every age group of both sexes 


Here at Advertising Checking Bu- 
reau, we read every advertisement 
published in every daily paper in 
the United States. 

As we read this advertising total- 
ing $2 billion annually, our eyes 
occasionally fall on the editorial 
content and we observe that every 
age group of both sexes find special 
features of interest in the daily 
newspaper. The news columns, 
mightiest magnet of all features, is 
the newspapers own exclusive baili- 
wick! Here is chronicled each day, 
newsworthy doings of local people, 
known and unknown to the reader 
—their triumphs and misadven- 
tures. And the news of the world. 

This kind of news gathering and 
editing, plus high-speed presses and 
split-second distributing systems, 
makes the daily newspaper — now 
as in the past—the most patronized 
of all advertising media! 


They pay us fo serve you 


ACB serves the newspaper in- 
dustry by reading every advertise- 
ment published in the nation’s 
dailies and Sunday newspapers, and 
making certain that proof-of-inser- 
tion is received promptly by the 
advertiser or agency. This service 
—paid for by the publisher—re- 
lieves the advertiser of clerical 
work and delays. 

From this “reading job’ ACB 
has developed 14 most useful News- 
paper Research Services for mer- 
chandisers. More than 1100 lead- 
ing firms use these services which 
are discussed in our column on the 
opposite column. 


See opposite column for listing 
of ACB Service Offices 


eee 
“ADVERTISING: 
(CHECKING BUREAU” 


Press. 
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Agency Billings 


billings. 
Last year billings information 


New York 17, for a duplicate. 


in the Mail 


Questionnaires requesting 1955 billings information from ad- 
vertising agencies in the U.S. and Canada are now in the mail, 
for AA’s 12th annual exclusive compilation of advertising agency 


including ALL agencies billing $5,000,000 or more in 1954. 

For inclusion in this important list, agencies must return their 
questionnaires promptly. A form has been sent to the head of 
every listed agency. If you have not received yours, write John 
Crichton, executive editor, ApverTIsING AcE, 480 Lexington Ave., 


Questionnaires 


was presented on 277 agencies, 


FTC Rule Curtails 
Cabinet Deals by 
Frozen Food Men 


WASHINGTON, Jan. 17—The Fed- 
eral Trade Commission has is- 
sued trade practice rules for the 
frozen food industry, which ques- 
tion the industry’s right to provide 
cabinets for grocers and other re- 
tailers. 

The rules specifically hold that 
the Robinson-Patman Act pro- 
hibits any arrangement, written or 
implied, whereby a manufacturer 
provides cabinets with the under- 
standing that the retailer will 
carry his line exclusively. 

In addition, FTC inserted a 
warning that it is considering new 
legal interpretations which may 
eventually result in expansion 
of the rules to prevent larger 


companies from providing cabinets 
under any conditions. 

The warning referred to cases} 
dating back to March 1, 1954,| 
which FTC has pending against | 
many of the leading manufactur-| 
ers and processors of ice cream 
and frozen dairy products. 


| 


® In these complaints FTC con- 
tends that it is unfair competition, 
in violation of Section 5 of the FTC 
Act, for these large companies to 
provide customers or prospective 
customers with cabinets or loans 
for the purchase of such equip- 
ment. 

FTC’s position in these cases, 
which are still in the hearing stage, | 
is that small ice cream manufac- 
turers are unable to meet this 
competition and that the practice 
inevitably will result in the con- 
centration of the ice cream busi- | 
ness in a few hands. 


Insul-Mastic to Armstrong 
Armstrong Advertising Agency, 
Chicago, has been appointed to 
handle advertising for Insul-Mas- 
tic Corp. of America, Summit, IIL, 
manufacturer of protective coat- 
ings and insulation for industry. | 
Dan A. Sullivan, Pittsburgh, pre- 
viously handled the account. 


Broffman Made Ad Manager | 

Charles Broffman, formerly 
eastern sales representative of| 
Patterson Publishing Co., Ghicago| 
and New York, publisher of Amer- 
ican Restaurant and American 
Motel, has been promoted to east- 
ern advertising manager of Amer- 
ican Motel. Me 


Rand Elected President 

A. B. (Bud) Rand, vp for the 
past 16 years, has been elected 
president and director of Faithorn 
Corp., Chicago printer, engraver 
and typographer. Harry Lewis} 
was elected chairman of the board, 
and Frank E. Leach secretary- 
treasurer. 


Eatough Joins Selders 

Charles R. Eatough has joined 
Selders-Jones-Covington, Kansas 
City, Mo., as a vp and account 
executive. Mr. Eatough was form- 
erly sales manager of KMBC-TV 
and general sales manager of Stal- 


cup Outdoor Advertising Co., a 


of Kansas City. 


Dingbat Selectometer Made 
Advertising Agencies’ Service 
Co., New York typographer, has 
designed and is distributing a 
visual guide called a Selectometer 
to agency art directors and type 


directors. The guide, a 5x7” trans- | 


parent sheet, has bullets, asterisks, 
stars and rules in sizes and weights 
up to 36-pt., which can be placed 
on a layout or specimen of type 
for selection. 


Daytime TV Programs 
Add New Sponsors 


New York, Jan. 17—Daytime 
network television picked up some 
new adherents last week. 

After going sustaining since Oct. 
| 3, 1955, “Captain Kangaroo” (CBS- 
TV) has signed its first two spon- 
\sors. Nestle Co. (McCann-Erick- 
son) and Whitehall Pharmacal Co. 
(Grey Advertising Agency) each 
bought two five-minute segments 
weekly on the six-a-week telecast, 
which stars Bob Keeshan. 
| Thanks to Swift & Co., NBC-TV 
|has one daytime program which 
| is a sell-out. The last available 15 
|/minutes on the “Tennessee Ernie 
| Show” will be carried by the food 
|/company starting late this month. 
| McCann-Erickson is the agency. 


Downs Reelected President 
Charles S. Downs, vp in charge 

of advertising and public relations, 

|Abbott Laboratories, has been 


|elected to a second term as presi- 
'dent of the Mail Advertising Club 
| of Chicago. Other officers are Rob- 


73 


‘ert Stone, vp of National Research | Rylander, president, Rylander Co., 
Bureau, 1st vp; Robert Enlow, |secretary, and William Flory, man- 
|director of the membership circu- ager of the business development 
lation department of the American department of Harris Trust & Sav- 
Medical Assn., 2nd vp; Roy G.'ings Bank, treasurer. 


Try Direct Distribution—it's FAST! 


Almost any product may be marketed faster to 
homes, stores, offices, factories by Direct Distribu- 
tion. Time-tested methods allow you to try out 
field cheaply, virtually risk-free. Ready-trained, 
self-financing Direct Selling Specialists assure 
accepted products fast profitable volume on cash 
basis; no credit problems, no “allowances”, no 
display or promotion headaches. The facts will 
convince you, and.... 


HERE ARE THE FACTS —— FREE! 


“Quickest Way to National Sales,” modern au- 
thority on Direct Distribution, details methods, 
basic costs, gives amazing case-history proof of 
performance. Sent free when requested on busi- 
ness letterhead. Write today to: Specialty Sales- 
man, Room 812-9, 307 N. Michigan Ave., Chicago 
1, Illinois. : 


Topnotch TV at piggy-bank rates! Nighttime 
quality at daytime prices! No matter how it’s 
phrased, ABC-TV’s great new Afternoon Film 
Festival is television’s most remarkable par- 
ticipation buy. Each weekday afternoon a 
superb motion picture never before seen on 
TV. Films like The Captive Heart, Genevieve, 
Desperate Moment, The Cruel Sea. Famous 
stars like Jean Simmons, Peggy Cummins, 
Stewart Granger, James Mason, Deborah Kerr. 
Personable Allyn Edwards is the host . . . and 
your salesman. The buying plan is flexible. The 
time slot (3 to 5 p.m. EST) seems sure to pro- 
duce excellent ratings. Get all the facts on this 
exciting new participation buy today. 


abe television network 


7 West 66th St., New York 23, N. Y., SUsquehanna 7-5000 
20 North Wacker Drive, Chicago, Illinois, ANdover 3-0800 
277 Golden Gate, San Francisco, UNderhill 83-0077 
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THE 


LANDING 


STRIP \ 


as seen by 
JOHN BURGOYNE 


The other evening as we sat 
around the office waiting for a 
tankard of Orange Kool-aid to 
chill, the phone rang. “Shay,” 
said a bourbon-toned voice with 
a Terre Haute twang, “will I see 
your face at the Edgewater next 


week?” I admitted he would and | agers Assn. and Pennsylvania Newspaper | 


asked why. “Well,” went on the 
voice, “I was afraid so, cause 
brother, if you had another face 
you'd have worn it long ago.” 
With that he hung up. His criti- | 
cism of my physiognomy won't 
deter the Burgoyners one bit for | 
we'll be at the N.A.E.A. meeting, | 


old faces and all with our quaint) 
versions of a Buckeye welcome) 
for you and you and you. Look 


for us, won’t you? 
* * - 


One wonderful repeat feature 
this year is Burgoyne’s Top ’O the 
Morn Breakfast in the Sheridan 
Room, Tuesday, January 24. 
What's so wonderful is that Bur- 
goyne will open his musty old 
billfold and see that the Burgoyne 
Test City Group and their Reps 
get their fill of hominy grits, ham 
*n eggs and other early bird 
fodder. 


* * * 


Good news for drug store lunch- 
ers and expense account filler- 
outers is the daily “brunch” in 
the Burgoyne Suite. It’s not a 
“brunch” really cause we'll have 
the coffee urn perking and the 
ham slicers and beer servers hop- 
ping out of their girdles from mid- 
morning til cocktail time. If you 
want a bite or a place to light, 
visit with us! 


* * aa 


Should the good Lord send an- 
other deluge, we’re certain that 
many of the N.A.E.A. speakers | 
would be called upon to man the | 


modern Ark—they’re that good! | 
Wilson Condict, the “gas house” | 


| 
boy of the St. Louis Globe Demo- | annual meeting, The Greenbrier, White 


crat and capable N.A.E.A. Presi- | 


dent promises no tricks from the | tion Assn., 26th annual convention, Hotel | 


Vigilance Committee, yet we'd | 
recommend attendance at every | 
session, even if you have to be | 
carried in! 


* * * 


| 


| th 
Things around the Edgewater |. 


Beach haven’t changed much.| 
You'll still get into trouble by 
fraternizing with maidens other | 
than your own in the Yacht Club. | 
The steaks are just as wonderfu 
as ever, even if they were on the 
hoof when Custer was a boy. And 
you can always get late-at-night | 
ice by creeping out to frozen Lake | 
Michigan. 


* * * 


it'll be a real pleasure to meet 
and greet all you nice people} 
again, including those who faith- | 
fully wade throvgh this column. | 
If we don’t meet you in person, | 


please accept our heartiest best | tional Assn., annual convention and spe- | 


wishes for a prosperous and 


neapolis. 


| vertisers, 


Coming 
Conventions 


*Indicates first listing in this column. 

Jan. 22-25. Newspaper Advertising Ex- 
ecutives Assn., annual meeting, Edgewater 
Beach Hotel, Chicago. 

Jan. 26-28. Assn. of Railroad Advertising 


Managers, annual meeting, Biltmore Ho- | 


tel, New York. 

Jan. 29-Feb. 1. National Advertising In- 
dustries Exposition, Morrison Hotel, Chi- 
cago. 

Feb. 3-5. Eastern Conference of Wom- 
en's Advertising Clubs, Hotel Statler, Buf- 
falo. 

Feb. 9. Associated Business Publications, 
annual midwest conference, Edgewater 
Beach Hotel, Chicago. 

*Feb. 17-18. Interstate Advertising Man- 


Publishers’ Assn., advertising conference, 
Penn Harris Hotel, Harrisburg. 

Feb. 24-25. Northwest Daily Press Assn., 
37th annual meeting, Radisson Hotel, Min- 


Feb. 27-28. Inland Daily Press Assn., 
winter meeting, Drake Hotel, Chicago. 


Feb. 27-28. New England Newspaper | 


Advertising Executives Assn., winter 
meeting, Parker House, Boston. 


March 2. Associated Business Publica- 


tions, annual eastern conference, Roose- 


velt Hotel, New York. 

March 2-3. Midwestern Advertising 
Agency Network, first quarterly business 
meeting and competitive display, Drake 
Hotel, Chicago. 

March 5-7. Packaging Assn. of Canada, 
annual convention, King Edward Hotel, 
Toronto. 

March 10-14. Advertising Specialty Na- 
tional Assn., 4th annual spring specialty 
show, Palmer House, Chicago. 

March 14-16. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 22-24. Advertising Federation of 
America, Fourth District, annual conven- 
tion and southeastern advertising confer- 
ence, Orlando, Fla. 

April 4-6. American Public Relations 
Assn., 12th annual conference and 7th in- 
ternational public relations institute, Ho- 
tel Statler, Washington, D.C. 

April 8-12. National Business Publica- 
tions, spring meeting, The Homestead, 
Hot Springs, Va. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, symposium and exhibit, Ho- 
tel Sheraton-Astor, New York. 

April 12-14. Southern California Ad- 
vertising Agency Assn., 6th annual con- 
ference, Oasis Hotel, Palm Springs. 

April 15-19. National Assn. of Radio and 
Television Broadcasters, 34th annual con- 
vention, Conrad Hilton Hotel, Chicago. 

April 15-21. National Brand Names 
Week, Annual Brand Names Day dinner, 
April 18, Waldorf-Astoria Hotel, New York. 

April 19. Advertising conference spon- 
sored by the University of Michigan, Ann 
Arbor. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 26-28. American Assn. of Advertis- 


brier, White Sulphur Springs, W. Va. 
April 30-May 2. Assn. of Canadian Ad- 
4ist annual convention, Royal 
York Hotel, Toronto. 
May 6-8. Magazine Publishers Assn., 37th 


Sulphur Springs, W. Va. 

May 14-16. National Newspaper Promo- 
Cleveland, Cleveland. 
May 


Boston. 


May 20-23. National Industrial Adver- 


mer House, Chicago. 


| 


14-17. First Advertising Agency | 
Group, annual conference, Hotel Statler, | 


| 
| 
| 


Podvey 


ice under the new ownership and 


Beauchamp 
NEW AWARD—Keginald E. Beauchamp, president of the Philadelphia 
Public Relations Assn., presents the first annual Liberty Bell Award 
to the Philadelphia Daily News “for distinguished community serv- 


in the continued growth of Greater Philadelphia.” Daily Newsmen 
David M. Podvey, general manager, and Bernard A. Bergman, 
editor, receive the citation. 


s | 


Bergman 


management ... a powerful force 


annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers Assn., 
| annual convention, Chicago Athletic 
| Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circulations, 
42nd annual meeting, Drake Hotel, Chi- 
cago. 

Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 


Muntz Reorganizes 

The trustees’ plan of reorganiza- 
tion of Muntz TV Inc., which 
went bankrupt in March, 1954, has 
been approved by Federal Judge 
Win G. Knoch, Chicago. Muntz 
owed $6,700,000 including $2,700,- 
000 in federal taxes. Under the 
plan, the government will be paid 
$400,000 in 30 days, another $900,- 
000 at the end of three years, 
which will pay off the govern- 
ment’s reduced claim. Claims of 
unsecured creditors, reduced to 
$2,500,000, will be paid over an 
eight-year period—75% in notes 
and 25% in preferred stock. 


‘Daniel Heads Bicentennial 
Royal Daniel Jr., formerly as- 
isistant to the publisher of the 
| Pittsburgh Sun-Telegraph, has 
|been appointed executive director 
of the Pittsburgh Bicentennial 
committee. The committee will or- 


|ing Agencies, spring meeting, The Green- ganize a program for the city’s 


200th birthday observance, 1958-59. 


Abandon Ban, Use 


‘Advertising, Bruno 


| 


Urges Architects 


New York, Jan. 17—Harry 
Bruno, veteran public relations 
counselor, last week urged archi- 
tects to turn to advertising. He said 
they are making a mistake in clas- 
sifying themselves with the medic- 
al and legal professions. 

Speaking before the New York | 
chapter of the American Institute | 
of Architects, Mr. Bruno said 
architects should follow the lead of 
the engineers, who “waste no time | 
in announcing to the world, in 
paid advertisements, the many 
projects they are so justly | 
of.” 

Mr. Bruno, head of H. A. Bruno) 
& Associates, asked the AIA to ap- | 
prove a public relations-advertis- 
|ing program. This would pave the | 
| way, he said, for individual archi- | 
tectural organizations to tell their | 
stories in ads. 

Mr. Bruno pointed out that) 
architects could benefit from an/| 
ad program directed at “men and 
women planning homes or other 
buildings. 

“Here is a fertile field, where 


. 


ei ain AR 
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the importance of the architect and 
his services are not too well 
known,” he said. 

Mr. Bruno said a study recently 
done by his company showed that@® 
architects spend a major part of 
their time in competitive selling. 
“Hand in hand with any type of§ 
selling goes advertising and public 
relations,” he said. 


Jerrold Electronics Buys 
Spanish Mountain TV Corp. 

Jerrold Electronics Corp., Phil- 
adelphia, has purchased Spanish 
Mountain Television Corp., which 
owns and operates the community 
antenna system in Ukiah, Cal. The 
community antenna system picks 
up signals from the nearest tv 
broadcast stations, amplifies the 
signals and delivers them to the 
homes of subscribers via coaxial 
cable, when such factors as dis- 
tance and mountains cut off a 
community from satisfactory tv 
reception. 

This is the second company 
Jerrold has bought since its first 
public issue of securities last July. 
In November, Jerrold acquired 
controlling interest in Cable- 
Vision Inc., a company which had 
started construction of a commun- 
ity antenna system in Key West, 
Fla. 


brentano’s presents 


A new book edited 
by U. S. publicist No. 1 


Edward L. Bernays 


THE 
ENGINEERING OF 
CONSENT 
Mr. Bernays and other 


experts in the field EB 


public relations show you how 
they apply engineering principles 
to win support for an id~* Chap- 
ters by Me. Bernays, Howard 
Walden Cutler, Sherwood Dodge, 
Nicholas Samstag, Doris Fleisch- 
man Bernays, John Price Jones, 
Benjamin Fine and A. Robert 
Ginsburgh. 


Send check or M. O. to 


brentano’s 


586 Fifth Ave. N. Y. + PLaza 7-8600 


- 


tisers Assn., 34th annual conference, Pel- | 


May 24-27. Associated Business Publica- 


ms, annual spring conference, The 
mestead, Hot Springs, Va. 


June 3-6. National Sales Executives In- 


ternational Distribution Congress and Sales 


Equipment Fair, Conrad Hilton Hotel, 


Chicago. 


June 10-13. Advertising Federation of 


] | America, annual convention, Bellevue- 
| Stratford Hotel, Philadelphia. 


June 20-22. American Marketing Assn., 
‘pring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Class- 
ified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

July 1-4. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B. C. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 


cialty fair, Palmer House, Chicago. 
Sept. 23-25. Advertising Federation of 


happy 1956! 


America, Tenth District convention, Sham- 
rock Hilton Hotel, Houston. | 
Sept. 27. Magazine Publishers Assn., fall | 
meeting, Westchester Country Club, Rye, | 
N. Y. 
| Oct. 1-3. Direct Mail Advertising Assn. | 
annual convention, Hotel Statler, New 
York. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily 


FIRST NATIONAL BANK BLOG., CINCINNATI 2, OMI Press Assn., 


| 
| 


WATERLESS DECAL SIG 
by A\MERICAN RDECA 


| At last! A “pressure sensitive’’ decal sign that 


is applied in seconds without 


water — yet 


adheres with the same permanence and dur- 


ability of a standard decal sign 


first trying PRESTO-CALS report, 


| love them!" 


| 
| 


easily removed by children, storekeepers or com- 
petitive salesmen as ordinary paper ‘pressure 


sensitives"’. 


Extra heavy duty for outside weather and wear. . 
does not interfere with window washing! After set- 
ting (approx. 24 hrs.), the PRESTO-CAL can not be 


. . . advertisers 
“Our salesmen 


g 


of 


SAMPLES 


q pisen 


LP lal 


ADHESION 


Piet. 
Pe on a 
ao el 


: Write for F RE - 


AND LITERATUR 


ON YOUR LETTERHEAD, PLEASE. 


A\merican Decalcomania fo. 


Mfg. plants: Chicago - Cleveland 
Offices in all principal cities 
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Blaiz Brewing 
Moves to K&E 


(Continued from Page 1) 
Blatz advertising has declined 
considerably in volume during the | 
last five years—from a total of | 
close to $4,000,000 in 1951 to what 
is estimated at less than $1,000,000 
last year (Blatz itself is issuing no 
figures). 

In measured media the brewer 
spent only $380,000 in 1954. In| 
media for which figures are avail- | 
able—magazines and network radio 
and tv—it spent nothing last year. | 

Sales at Blatz have followed a 
similar curve. From a peak of 1,-| 
799,000 barrels in 1951 they fell | 
to 1,662,000 bbls. in 1952 and then | 
dropped to 1,062,000 bbls. in 1953 
—mainly the result of a 78-day | 
strike during that year. In 1954, 
however, sales slid still lower—) 
to 975,000 bbls. Figures for last’! 
year are not yet available, but 
they are expected to show still) 
another sales decline. 

' 
® A consequence of this is that, 
as one trade source put it, “Blatz 
has ceased to be a national brew- 
er.” He told AA that the company 


has retrenched all over’ the 
country, and has lost most of its 
eastern distributors. Its only 


“place of concentration” is now 
Wisconsin and northern Illinois. 

Meanwhile, K&E’s appointment 
by a Schenley subsidiary pointed 
up the fact that the agency cur- 
rently has no liquor accounts in 
the house. Along with National 
Brewing, the Owen & Chappell 
dissolution brought three such ac- 
counts to K&E—Renfield Import- 
ers, Frankfort Distillers (Hunter 
and Wilson brands) and Browne 
Vintners Co.’s White Horse Scotch. 

All three of these departed from 
K&E last year. 


Monsanto Reassigns Seven 
in Consumer Products Division 

Monsanto Chemical Co., St. 
Louis, has reassigned seven mem- 
bers of its consumer products di- 
vision. Edward H. Sieber, former- 
ly advertising manager of the di- 
vision, has been named manager 
of marketing research. George F. 
Cech, previously supervisor of 
production, has been appointed as- 
sistant advertising manager, with 
responsibility for garden products, 
Rez wood finishes and dishwasher 
All. George O. Mack becomes pro- 
motion production manager, re- 
taining sales promotion responsi- 
bilities for Rex products, and 
James J. Kelley has become as- 
sistant sales promotion manager, 
continuing his work with appli- 
ance manufacturers. 

Other changes include Fred T. 
Lichirie, formerly promotion man- 
ager of new products, sales man- 
ager of special household products; 
Thomas E. Traham, previously as- 
sistant to the sales director, sales} 
manager of dishwasher All, and| 
Jane E. Creel, previously with the | 
division’s advertising department, 
supervisor of Monsanto’s home 
laundry consulting program. 


Maxon Keeps 5 GE Units 

While it is losing the television | 
receiver advertising of General | 
Electric Co. on June 1, Maxon Inc., | 
New York, will continue to handle 
five GE electronics accounts. In 
reporting last week that Y&R will 
become the tv set agency, AA 
failed to mention that Maxon will 
continue to service the tube de- 
partment, commercial equipment 
department, hi-fidelity parts and 
components department. In addi- 
tion, radio receivers and the Hot- 
point division remain at Maxon. | 


John Schulz to WBBM 
John C. Schulz, formerly sta- 
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(Pete enmmage i cpememred ae 5 pute errs tee by 


75 


‘International Silver Broadens Its Sales 
Horizon with $1,000,000 52-Page ‘Life’ Push 


(Continued from Page 1) 
|chant, win a greater share of the 
| spending that is going on in our 
prosperous economy.” 

| Mr. Munson added: “We shall 
‘do this by employing the same 
promotional advertising tactics 
that the appliance and tv manu- 
facturers have found so success- 
ful—only more so... This intense 
concentration of advertising on 
this one audience will send more 
people than ever before to your 
store to buy International prod- 
ucts.” 
Previously International Silver | 
|placed its print ads in a wide! 
|range of books and concentrated 
more on newlyweds and young 
marrieds. The new strategy, Mr. 
Morrison said, stems from recog- 
nition that tableware is often a 
gift to newlyweds and is thus 
bought by older persons. 


FLAIR TO SPARE—This four-color 
bleed page is part of a four-page 

However, in addition to the Life “"**t scheduled for Life March 19, 
schedule, the company will run 4S part of International Silver’s 


‘eight color pages in Seventeen and| 1956 program in the magazine. 
a page in each issue of the two. 
|quarterlies, Bride’s Magazine and will salute the buy in a special 
Bride-to-Be. |letter to be sent to the jewelry 
\trade next week. In this letter, 
® The Life schedule includes three Mr. Heiskell will say: 
special “impact” displays sched-| “Needless to say, we are pro- 
uled for peak selling seasons. | foundly gratified, and I think you 
These consist of four-page sections | Will be too because surely this is 
in four colors. They will run in the | also a great vote of confidence in 
March 19, June 4 and Sept. 17/you and your industry. In our 
issues. present era of expanding pur- 
The entire International Silver chasing pcwer, there is an ever- 
|line will be promoted in the cam- | increasing number of products on 
paign, and the ads will quote spe- | which ‘discretionary’ income can 
cific prices. A page for Interna- | be spent, and he who shouts the 
tional sterling points out that six- loudest will make the most sales. 


nomic waste. And we still don’t 
get the answers. 
“Let’s do something about this 


piece place settings start at $29.75, | This fine International sales cam- 


with “budget terms available.” 


paign will be helpful to you as a 


Another page features a $500 /retailer of things of beauty and 

chafing dish “as an indication of | gracious living. 

the work that is being done by| “This program is truly an his- 

International silversmiths today.” | toric campaign. Its impact and 
The 52-page order represents continuity will most certainly be 

more than $1,000,000 of income to | felt throughout the jewelry and 

Life. Publisher Andrew Heiskell | silverware trade.” 


AD FOR CONGRESSMEN—Engineering News-Record, a McGraw-Hill 
publication, welcomed the 84th Congress early this month with 
all-type ad was the largest single newspaper advertisement ever 
run by a McGraw-Hill paper. Text of the ad was made up of state- 
ments by 16 authorities on highway financing. The statements were 
the Dec. 29 issue of Engineering News-Record. Paul Smallen Ad- 

vertising is the agency. 
i os 
ARF Is Static ’ | ties, foundations, or professors. We 
|don’t even need a consultant,” he 
| declared. 
sent situation is love’s labor lost, 
| because every agency, every adver- 

Says Dobberteen tiser, every station and everybody 

: individually. Think of the duplica- 

_ (Continued from Page 1) tion, the man hours, the over-and- 

with the “foundation-organization- | over-the-same-ground, the eco- 
come static.” He added: “It takes | 

away the adventure, and it lacks! 

the profit motive. It becomes ‘ap- | one—today!” 

. | 
mium on approval. |™ The ARF did have a defender 
at today’s meeting in Dr. Lyndon 
will, a rut. Our Advertising Re- research and merchandising of 
search Foundation is in danger of pancer-Fitzgerald-Sample and 
assuming too many prerogatives. | -hairman of ARF’s all-media au- 

way, the criterion, rather than a} 

brilliant new type of individualis- | 

tic thinking.” 

assembled researchers that the real | 

pioneering in media research has | 

commercial stake in the end re- 

sult.” He said, “Neither commit- 

tees, groups, foundations nor asso- 

achievement in terms of original 

contributions.” 

Mr. Dobberteen said that in 

ing research, one should also recall 

those who don’t deserve any credit. 

These he indicated as follows: 

get his name in the paper. 

“It was not a committee, or a 

foundation. 

finance noble experiments with 

other people’s money. 

“It was not a committee head 
calcitrants. 
“It was not a committee trying 
to arrive at a compromise position, 


this spread in the Washington Post & Times-Herald. The two-page, 
part of a special report on “Money for Roads” which appeared in 
| Viennese psychologists, universi- 
Unimaginative, Mr. Dobberteen said: “The pre- 
is at work on this separately and 
al approach is that it tends to be-| 
proved’—and there is a big pre-| 
® “It falls into a groove, or if you | o. Brown, vp in charge of media, 
Conformity becomes, in a subtle | 
The agency executive told the) 
been done “by individuals with a) 
ciations have a record of 
passing out the credit for pioneer- 
“It was not a person trying to 
“It was not a group trying to 
trying to mollify members or re- 
which all could sign and go home.” 


® Mr. Dobberteen made no refer- 
ence to ARF here, but his target 
was obvious. 

Pointing out that there still are 
many “unmet needs” in advertising 
research, Mr. Dobberteen outlined 
10 areas where basic data are lack- | 
ing. Included were: Comparisons 
between media, cost-per-1,000 on 
radio and television, efficiency of 
the delivered message, total num-| 
ber of tv homes in the nation, ad | 
readership, outdoor measurements 
and relation of advertising expen- 
ditures to sales results. 

Finally, the agency executive 
made a plea for “a common source 


tion manager of WFRV-TV, Green 
Bay, Wis., has joined the local sales 
department of WBBM, Chicago. 


|or bureau for tv and radio spot ex- 
|penditures.” To do this, he said, 
“we don’t need researchers, Ph.D.s, 


dience committee. 

Speaking before Mr. Dobberteen, 
Dr. Brown nominated the work of 
the “reconstructed ARF” as one of 
the five major developments in 
media research in the past 10 to 20 
years. He listed the others as: 
growth of magazine audience re- 
search, development of the Nielsen 
Audimeter to measure broadcast 
listening, development of media 
research departments in agencies 
and advertiser companies and the 
industry’s recognition of the need 
for comparable media data. 

Dr. Brown emphasized, however, 
that “we still have a long way to 
go.” He mentioned particularly 
the need for more qualitative data 
and for more fundamental re- 
search. He urged the advertising 
industry to support this search by 
endowing university projects. 

He also urged agencies and ad- 
vertisers to conduct their own re- 
search, pointing out that “the ad- 
vertiser cannot wait on ARF to 
supply the much needed new 
knowledge about the effectiveness 
of media in delivering advertising 
messages.” 


® He reported that D-F-S has 
been working for some time on| 
“Operation Target,” which he de-| 
scribed as “the development of| 
sound techniques for media ap- 
praisal on the basis of the number 
and quality of messages actually 
delivered to prospects.” He said 
“notable progress” already has 
been made in the broadcasting and 
print fields. 


Kaiser Promotes Sandberg 
Robert A. Sandberg has been 
appointed manager of public re- 
lations of Kaiser Aluminum & 
Chemical Corp., Oakland, Cal. Mr. 
Sandberg formerly was northwest 


P&G's Crest, New 
Fluoride Toothpaste, 
to Bow Nationally 


(Continued from Page 1) 
placed on the test market just 
about a year ago. 

But not fast enough to beat at 
least one other competitive prod- 
uct, Super Amm-i-dent, into the 
national market. The Block Drug 
Co. entry got a national push-off 
in October in Life, pages in Sun- 
day newspaper sections and spot 
television through Harry B. Cohen 
Advertising. Block plans to con- 
tinue this schedule in addition to 
two recently added NBC-TV par- 
ticipations. The company is using 
a “heavy schedule” and more tele- 


the market full scale with a fluo- 
ride product, the latest of the den- 
tal panaceas, although at least two 
are testing. 


® Colgate-Palmolive Co. has been 
toying with the brand name Brisk 
for well over a year. At various 
times and in different test cities at 
the same time, Brisk has been a 
regular cosmetic toothpaste and a 
fluoride. Frequentiy, where Brisk 
was nothing more than a regular 
paste, a product called Colgate 
Fluoride was to be found. 

Lately, according to trade ob- 
servers, the fiuoride edition of 
Brisk has been spreading faster 
than any other test product fluo- 
ride. It may be bought in Roches- 
ter, Columbus, Indianapolis, Oma- 
ha and Portland, Ore. Sentry, the 


vision than it might have other- 
wise, if not for Crest. 


At the moment, no other den-| 
}dued scale. 


tifrice maker seems ready to enter 


> 


ROBERT F. G. COPELAND, director of 
the office of product advertising 
and sales promotion of Ford Mo- 
tor Co., has been appointed assist- 
ant general sales manager of the 


Bristol-Myers entry, is now on 
test in Columbus and about three 
other markets, on a somewhat sub- 


Lever Bros. is still puzzling over 


— | Shield, though there are no signs 


yet that it will be a fluoride. 


David C. Cook Publishing Co., 
Elgin, Ill., has appointed Man- 
chester-Williams-Kreer, new Chi- 
cago agency (AA, Jan. 16), to 
handle its advertising. Cook pub- 
lishes non-denominational relig- 
ious periodicals, ranging from 
weekly Bible study courses to Sun- 
day Pix, a weekly Bible story 
series in coior comics format, and 
markets, primarily through mail 
order, supplies for the church and 
Sunday school. 


‘Redbook’ Names Gatterdam 
| Eugene A. Gatterdam, formerly 


| with Seventeen, has been named 
|\to the New York sales staff of 


new special products division Of| Redbook’s “Tops in the Shops” 
the company. He will have charge) 1433) order section. Charles A. 


pr manager of the company, with 
| headquarters in Spokane. 


of advertising, sales promotion and |whittingham Jr. has joined the 
training. Chicago “Tops in the Shops” staff. 
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‘Jump on the Full-Line Flatcar,’ 
Westinghouse Urges Appliance Men 


(Continued from Page 3) | promotion. “A full line enables a 
Mr. Craig pointed first to the “uni- ' manufacturer to spread his promo- 
versal desire prevalent in almost ; tion and distribution costs over 30 
all businesses today to diversify... |or 50 items instead of just two or 
to hedge ...to spread the risk.” three,” he explained. 
Other factors, he said, include 
the huge amounts of capital invest-|® As an example, he estimated 
ment needed in modern appliance /|that three commercials on a regular 
manufacturing, the full-line com-| hour-long network tv show may 
pany’s ability to spend more mon- | cost the advertiser well over $100,- 
ey on both product and market) 000. “Not many single item manu- 
research, and the problem of ap-/|facturers care to afford that kind 
pliance servicing, which he said of spending consistently,” he said. 
becomes more vital as the products | To match this manufacturing 
become more complex. | trend, Mr. Craig issued his call for 
To finance a modern service or-| a new “automobile-type” appliance 
ganization—able to carry service | dealer who can “move goods in 
training programs to the field—a | volume.” In fact, he said, Westing- 
manufacturer must have full-line house is carefully examining its 
volume, Mr. Craig declared. ‘dealer structure, hunting for re- 
Yet another factor, he added, tailers of that order. 
is in the field of advertising and| As a clue to the nature of the 


Advertising Age, January 23, 1956% 


_ sales zoom would take place imme-@ 


diately,” he said. 4 
Under those conditions there 
would be an “assured sale” of % 
forty to fifty million color receiv- 


ers in the next seven or eight years, 


he predicted. 


Telephone Directory 
Publishers Consolidate 
General Telephone Directory Co., 


visual idea. 


masterful execution, 

compelling copy, 

pulling publications, 

demand, as final 

assurance of success, 

fine photoengravings by 

COLLINS, MILLER & HUTCHINGS 
letterpress —gracure 


333 WEST LAKE STREET, AT WACKER DRIVE - CHICAGO & 


SO HELP ME—John R. Buckley, who succeeds Earl O. Shreve as na- 
tional director of the U.S. savings bond division, is sworn in by 
Secretary of the Treasury George M. Humphrey. Mr. Buckley as- 


sumed the government post after 
ization, most recently as vp and 
nine Hearst 


ae and Loomis Advertising 
Co., Kansas City, Mo., have con- 
|solidated their telephone directory 
lactivities. Wesley H. Loomis III, 
\formerly president of Loomis, has 


'been named president of General 


land has moved to Chicago to take 
lup his new duties. He also has 
| been named chairman of the board 
of Loomis. 

Eldridge King, formerly exec vp 
of Loomis, becomes president. 
Frank Davies, formerly president 
of General, moves up to chairman 
|of the board of the expanded com- 


pany. 


28 years with the Hearst organ- 
general advertising manager of 
magazines. 


new-model appliance dealer, Mr.| 
Craig pointed to another recent 
phenomenon—‘“the large, super- 
market type of retailer called by 
many the ‘discount house.’” He 
admitted that many of these have | 
engaged in “questionable prac-| 
tices,” and that many have failed. 


= “Some, however, have flourished 


dealers aim at. “The industry needs 
conveniences like power steering} 
and power brakes to obsolete the| 
40,000,000 refrigerators now in 
service,” he declared. | 

Another Westinghouse man, Dan 
Halpin, general sales manager of 
the radio and tv division, took a 
similar tack. Mr. Halpin noted 
pointedly that more autos than tv 


Onravtsual 


all-purpose 
portable 
Whiteboard 
easel 

Model A302 


because they have taken a leaf! sets were sold in the U.S. in 1955— 
from the grocery and automobile|even though tv set prices have} 
business—they have maintained) been constantly declining in price 
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For premiums that never stop selling 
...use emblems of SCOTCHLITE 


REFLECTIVE SHEETING 


Been in the dark about the best premium buy? Then pick the 
brightest light in the premium field—smart, colorful emblems of 
SCOTCHLITE Sheeting! On the bumper of a customer's car, an 
emblem of low-cost, long-lived SCOTCHLITE Sheeting sells your 
trademark, helps prevent night accidents, too! For a free demon- 
stration of the premium with both safety and sell, write Minnesota 
Mining & Mfg. Co., Dept. AA-1236, St. Paul 6, Minnesota. 


rk of Minnesota Mining & Mfg. Co. 


“SCOTCHUTE" Reflective Sheeting is o registered trad 


display the “full line,’”’ and he must 
| aggressively advertise and promote 


large stocks, displayed them, dem- | 


onstrated them, provided ample | 
parking for customers and ren-| 
dered good service. Many have fol-| 
lowed the auto dealer’s practice of | 
giving liberal allowances on trade-| 
ins and have relied on volume 
rather than mark-up for their 
profits.” 

These attributes pretty well de- 
scribed the new-style dealer West- 
inghouse is looking for, as Mr. 
Craig saw him. There were some 
differences or additional require- 
ments, however: 

1. The new dealer should prefer- 
ably carry one full line, becoming 
“a headquarters in his community 
for a brand name.” 

2. He must have the ability to 
convert trade-ins into profit. 


3. He must train his personnel to 
demonstrate and sell. “Here again 
it is far easier for the average 
salesman to know the strengths and 
weaknesses of one, two or even! 
three lines than to know little or 
nothing about five or six.” 

4. He must utilize time payment 
as a sales tool, aggressively pro- 
moting time-payment plans in his| 
advertising. 


® As with the more successful dis- 
count houses, however, the new 
dealer must have space enough to 


to get prospects for the salesmen. 

In return for this, Mr. Craig 
promised that Westinghouse would | 
“shift more and more of our pro-| 
motional monies to the local level.” | 

Mr. Craig’s strong emphasis on) 
applying auto industry techniques 
to appliance marketing was by no 
means unique at the NARDA meet- 
ing. In fact, it became a kind of 
theme song. As appliance men 
faced the problem of selling to a 
predominantly “replacement” mar- 
ket, such automotive standbys as 
the “creating of obsolescence” be- 
came a familiar cry. 


® One who sounded it was D. C.!| 
Menzies, president of Servel Inc., 
who addressed the dealers on the 
virtues of gas appliances. Mr. 
Menzies took a poke at multi-line 
dealerships with the comment that 
“the nearest thing in America to an 
oriental bazaar is the appliance 
dealer.” 

This has resulted, he said, in a 
serious decline in profits until the 
average dealer profit is less than 
2.6%, compared with the 5% most 


while auto prices have risen con- 
tinually. 

“The difference was that auto 
merchandising was keyed to styl- 
ing, not price,” he observed. 


8 Chief exception among the man- 
ufacturer spokesmen was RCA, 
which continued to emphasize new 
products rather than the replace- 
ment of existing ones. Sylvester A. 
Weaver, board chairman of NBC, 
presented RCA’s color tv story, and 
in the process took the dealers to 
task for not supporting the new 
medium. 

Mr. Weaver told the dealers 
frankly that he doesn’t think they 
believe in color tv. There’s a ball- 
game going on, he suggested—“and 
don’t you think you ought to come 
out to the stadium?” 

“If you, the dealers, were out) 
there right now believing in color | 
and selling it aggressively your | 


Replaces blackboard. Use large clean 
paper pads—which we stock. This 
versatile all aluminum easel is also 
equipped for showing turnover charts 
or cardboard charts. Rugged yet light 
in weight. Folds like magic for easy 
carrying or storage. Thousands in use 
the world over. 


Many other models available. 
Write for free catalogue. 


ORAVISUAL CO. 


Box 609 A St. Petersburg, 2, Fla 
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MERICAN VAN LINES 


requirements of modern business and 


industry, North American Van Lines, Inc., has 


developed a 


flexibility of service that enables its 


agents to handle any moving problem. Service in- 
cludes movement of household goods, office equip- 


Look for this dependable em- 
blem under “Movers” in the 
Jellow pages of your telephone North Ameri 
safe service. 


ment, trade-show displays, even delicate electronic 
devices. Whatever your moving problem, call your 


can agent for expert counsel and fast, 


North American Van Lines, Inc. 


DEPT. AA-1 


Bé FORT WAYNE 1, INDIANA 
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Comics’ Appeal 
Probes Readers’ 
Inner Lives: Puck 


(Continued from Page 3) 
“Comics readers seek titillation 
and stimulation—they want to be 
surprised. To achieve surprise they 
try to lower their self-awareness 
and make themselves responsive 
to comics.” 


= “One of the major interests of 
the comics reader is in the primary 
human relationships portrayed in 
true-to-life fashion in the comics.” 

“Comics reading is a private, al- 
most secret, pastime.” 

Puck lists 19 of these “interpre- 
tations” in all, plus as many “ap- 
plications” and “implications.” The 
implication of the “private, almost 
secret, pastime” finding reads like 
this: 

“This suggests that it is possible 
to present, in fairly direct fashion, 
some of the conscious desires or 
fears which, for many people, must 
remain unspoken. Plain talk may 
be possible concerning the fear of 
smelling bad, the fear of being 
seriously ill, or weak, because of 
attack by some unseen but danger- 
ous germ or disease or deprivation 
or being in pain.” 

The “application” aspect in- 
cludes reproduction of an adver- 
tisement illustrating how one com- 
pany made use-of comics in this 
precise fashion, together with read- 
ership figures for the advertise- 
ment. 


® A section of the study also is de- 
voted to “consumers’ experience 
with advertisements.” In this por- 
tion are verbatim extracts of inter- 
views with some of the 700 adults 
and children interviewed for Puck 
by Science Research Associates, 
Chicago. 

“At least two, and as many as 
five, interviews were completed 
with each of 120 respondents 
selected for intensive interviewing, 
using an unstructured depth tech- 
nique,” SRA reported. Interview- 
ing was done by psychologists. 

Among the principal findings of 
the study were these: Sunday 
comics reading is a highly personal 
activity. They are read differently 
than are other sections of a Sunday 
newspaper—more slowly, with 
greater selectivity, a high degree of 
emotional involvement and a deep 
absorption of content. 

Also, advertising content fre- 
quently is recalled vividly over 
long periods of time. Satisfactions 
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FILMACK STUDIOS 


CHICAGO, ILL. NEW YORK. N.Y. 
1323 S. WABASH 341 W. 44th St 
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afforded comics readers are con- 
scious and unconscious. Comics 
reading, as a form of media com- 
munication, is easy and pleasur- 
able. The conventions employed by 
comics are readily understood and 
familiar since childhood. 


= Sunday comics, the study said, 
stimulate a wide variety’ of emo- 
tional experiences, include the de- 
velopment of feelings involving 
entertainment, basic human rela- 
tionships, nostalgia, excitement, 
vicarious living, ego satisfactions, 
status relationships, uplift, stand- 
ards of morality, mental catharsis 
and fantasy. 

Copies of the booklet titled 
“The Sunday Comics—Some Ad- 
vertising Implications” are avail- 
able on request from Puck and 


from the comics  publication’s 
representative. 
Odorono, Cutex Ad Budgets 


Increased by 30% for 1956 
Northam Warren Corp., Stam- 

ford, Conn., has increased by 30% 

advertising budgets for both Odo- 


rono deodorant and Cutex lip- 
For Cutex, full-color pages have 
been scheduled in nine magazines, 
including Life, Modern Romances, 
Modern Screen, Photoplay, Screen 
Stories, Seventeen, True Confes- 
sions, True Romance and True 
Story on an every-other-month 


Silver Skillet Names Agency 
sticks and manicure preparations. | 
|kie, Ill., producer of frozen and | Chicago, formerly handled the ac- 
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ledge & Lilienfeld, Chicago, to 
Silver Skillet Brands Inc., Sko- |handle its advertising. Martin Co., 


‘canned foods, has appointed Rut- | count. 


basis. In 50 to 55 newspapers, full-| 


color roto pages and 1,000-line 
two-color ads will be augmented 
by smaller linage space. J. M. 
Mathes Inc., New York, is han- 
dling. 


A new product, Odorono Stick | 


Deodorant, will be introduced in 
a Sunday supplement Odorono 
campaign. Fractional two-color ads 
will run in This Week Magazine, 


The First Three Markets Group | 


and 15 independents approximate- 
ly every other week. Dowd, Red- 
field & Johnstone is the agency. 


Campbell-Mithun Joins Four A’s 

The American Assn. of Adver- 
tising Agencies has elected Camp- 
bell-Mithun, Minneapolis, to mem- 
bership. 


Represented nationally by 


O'Mara and Ormsbee fac. 


Sources: ABC Publishers’ state- 
ments for 6 mos. ending Sept. 


Taw REACHES | 


\ 


WITH CIRCULATION LEADERSHIP 


Oregonian 14,665 City Carrier Lead 

Daily Lead 10,546 ABC City Zone Lead 

Over 2nd Paper 6,412 Retail Trading Zone Lead 
47,115 Total Circulation Lead 


WITH ADVERTISING LEADERSHIP 


Oregonian 
Leadership 
Over 2nd Paper 
Year: 1954 


30, 1955; Media Records total 


advertising, less AW, TW and 


Comics, 1954. 


REPRESENTED NATIONALLY 


by MOLONEY, REGAN 
& SCHMITT, INC, 


Largest Circulation in the Pacific Northwest | 


2,613,570 lines 
1,219,097 lines 
3,316,115 lines 
7,148,782 lines 


the Oregonian 


PORTLANUL, OREGON 


Retail Advertising Lead 
General Advertising Lead 
Classified Advertising Leod 
Total Advertising Lead 


230,238 Daily 
297,135 Sunday 
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Biow Resigns His 
New Schlitz Account 


(Continued from Page 1) 
which Mr. Toigo had created for | 
Pepsi-Cola Co. when it was a| 
Biow client, and which he is now 
using for Philip Morris & Co. 


® On Thursday AA talked with 
Erwin C. Uihlein, president of 
Schlitz, who expressed surprise 
at—and professed no knowledge 
of—Mr. Biow’s statement. 

“I have received no telephone 
call, no telegram, no notification 
at all,” Mr. Uihlein said. 

However, on Friday Mr. Uihlein 
told AA that he had received a 
letter that morning from Mr. Biow 
telling him that the B-B-T agen- 
cy was resigning the account. He | 
did not reveal the details of the 
letter. 

Mr. Uihlein also expressed con- 
siderable surprise when told that 
Mr. Biow said the account was 
solicited “without my knowledge 
and consent.” 

“What does he mean?” Mr. 
Uihlein asked. “Then why did he 
call us after the contract with Mr. 
Toigo was signed, and tell one of 
our officials how happy he was to 
be the agency for Schlitz?” 


@ Mr. Toigo’s future was obscure, 
although it was being predicted 
freely that his resignation from | 
B-B-T was imminent. He was not | 
talking to reporters. Earlier in the) 
week it had been rumored that he 
planned to take the account and 
transfer it to MceCann-Erickson. 
That report was denied by McCann 
officials, who pointed to the 
presence of Lucky Lager Brewing 
Co., Hampden Brewing Co. and 
Stegmaier Brewing Co. on the Mc- 
Cann account list. 

It was the opinion of Biow 
spokesmen that Mr. Toigo prob- 
ably still exercised account con- 
trol with Schlitz, although this 
opinion was not shared—for one— 
by Lennen & Newell, which imme- 
diately began a vigorous counter- 
attack, aimed at reestablishing it- 
self as the Schlitz agency. 


@ The decision by Schlitz to 
switch from Lennen & Newell to 
Biow-Beirn-Toigo is believed to 
have split the brewer’s manage- 
ment into two camps, with Erwin 
and Robert Uihlein in favor of 
changing to B-B-T, and S. E,. 
Abrams, Schlitz vp, and Edwin 
Self, who resigned last week as 
director of advertising, opposed to 
the agency change. 

Mr. Uihlein would not comment 
on whether or not the Schlitz ac- 
count would follow Mr. Toigo, 


another agency. It seemed unlike- 
ly, according to Ruppert officials, 
that Biow had any chance of re- 
claiming the account. 

As of this date, one of the fol- 
lowing four seems likely to get the 
nod from Ruppert: Compton Ad- 
vertising, Lennen & Newell, Maxon 
Inc. or Warwick & Legler. 

Although Joseph Taylor, Rup- 
pert’s advertising manager, could 
not be reached for comment on 
Biow’s resignation of the Schlitz 
account, a spokesman for Ruppert 
said it was “very unlikely” that 
Ruppert would “even consider re- | 
turning to Biow under any circum-| 
stances at this time.” 

And what lay behind one of the | 
most dramatic reversals of account 
assignments in advertising history? | 

Well, sources close to Milton | 
Biow say: (1) He had no idea that 
Mr. Toigo was going to solicit the 
Schlitz business; (2) he knew Mr. 
Toigo was on a trip in the Midwest, | 
and after new business. But he 


Hudson Pulp Sits Tight 

Hudson Pulp & Paper Co., 
New York, a Biow account, 
notified half a dozen agen- 
cies which had _ solicited 
its business that (1) it has 
not withdrawn its account 
from the Biow agency and 
(2) it hasn’t offered its ac- 
count to another agency. 


should he depart from the B-B-T 
shop. 

He did say, however, that he| 
had called a meeting of Schlitz | 
officials for next week, at which 
time the question of what to do 
about an agency will be discussed. 
John Toigo will be present at that 
meeting, he said. 


® Asked if it was John Toigo’s 
Pepsi-Cola work that was instru- 
mental in helping B-B-T land the 
account, Mr. Uihlein said: “Well, 
actually I’ve known him for a long 
time, ever since he worked on 
Standard Oil” (many years ago 
while at McCann-Erickson John 
Toigo was on the Standard Oil ac- 
count). 

Mr. Toigo wasn’t answering the 
phone this week, but he did have 
his secretary say to an AA re- 
porter: “Mr. Toigo said to tell you} 
he has two clients; that he’s under 
obligation not to open his mouth, 
and that when he makes a decision 
he will call you immediately.” 


s Meantime, of course, Jacob Rup- 


pert Brewery—the account which 
Biow resigned to take Schlitz—| 
was in the process of picking’ 


thought Mr. Toigo was in Detroit | 


Who's Who in the Schlitz Scramble 


® The Client: Jos. Schlitz Brew-|shrewd broadcasting strategy. It | partner Beirn, Biow’s description 
ing Co. is the biggest of U. S. introduced the $64 question into | of why he paid $100,000 to Arthur 


brewers. It pioneered the brown 
bottle in the industry, hammered 


| the American patois, back when 
|“Take It or Leave It” was a great 
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least once. 
| In the considered view of his 


Samish, California political lob- 
byist, was all wrong. 


hard on such well-remembered | radio quiz show; it did a phenom-| 

tag-lines as “The Beer That Made enal job of building Eversharp’s |@ If, Beirn said, Biow had called 
Milwaukee Famous” and “Just | sales, and Biow still gets a royalty |Samish a consultant, he would 
the Kiss of the Hops—None of the|for the format from the present | have been on defensible ground. 


Bitterness.” 

For most of the postwar period, 
Schlitz has been top dog among 
U. S. brewers. It was true during 
the five-year tenure of Young & 
Rubicam, culminating in 5,700,000 
bbls. sold in 1951. Then two 
agencies replaced Y&R—Leo Bur- 
nett Co. on print, Lennen & Newell 
on broadcast media. Burnett didn’t 
last the year out; the account was 


| consolidated in the L&N shop. 


In 1952 Schlitz sold a record 
6,347,000 bbls. This was alltime 
high, 347,000 more than Budweis- 
er, its nearest competitor. In 1953, 
with other Milwaukee brewers, it 


was hit by a 78-day strike that | 
|dropped sales to 5,255,000 bbls., 


almost 1,500,000 bbls. below Bud- 
weiser (St. Louis was unaffected 
by the strike). 


During the next two years 


| Schlitz fought back vigorously, 


racked up 5,800,000 in sales in 
55 and led Budweiser by an esti- 
mated 300,000 bbls. In the face of 
this record, it dropped Lennen & 
Newell and appointed Biow-Beirn- 
Toigo, attracted apparently by 
John Toigo’s striking 


sponsors of “The $64,000 Ques- 
tion.” 


® It believed in brass-knuckled 
copy—“no cigaret hangover” and 
“make the nose test.” 

It ground its way into the top 
billing brackets largely on two 
grounds: It could take a dog prod- 


uct, and make it run like a grey- | 


hound, and, historically, the Biow 
agency’s entree into major adver- 
tising preserves was to be handed 
the worst item in the line; and it 
was perfectly willing to devise 
new approaches, test new formats, 
buy new broadcasting properties. 
It reached a high of $50,000,000 
|in billing, and has been somewhat 
| below that figure recently, prob- 
|ably around $45,000,000. 
| It was a taut shop; for years 
|it had the top billings-per-em- 
ploye among major agencies, a 
circumstance that led to a wry 
agency gag—‘“I worked five years 
\for BBDO and ten years in the 
last six months at Biow.” 


® The Men: Behind the Schlitz 
resignation lay a conflict between 


He didn’t; he said he paid Samish 
|to get and hold the Schenley busi- 
| ness, and the Biow agency billing 

never rose past the point where 
|it was when he was the key wit- 
ness in the government’s tax eva- 
sion case against Samish. 

Biow built a hard-driving agen- 
cy, personally devised such monu- 
mental gimmicks as “Johnny” for 
Philip Morris, and drove himself 
at a pace that crumpled men two 
decades his junior (he’s 62). 

His contribution to the business 
was largely client contact and 
sound sales advice. He drove the 
agency like a whirling dervish, 
and with much of the same lost 
| motion. 
| But there are plenty of compe- 
‘tent advertising men in the busi- 
ness who have called him the most 
talented idea man in it, and there 
|are a good many clients who dis- 
covered that Biow insisted on com- 
plete and honest client service. 


® The other man is John Toigo, 
at 56 an acknowledged creative 
master. Grey-haired, square-set 


creative | two men, both outstanding adver- | John Toigo built this creative rep- 


work on Pepsi-Cola and Philip | tising personalities, both powerful, Utation painstakingly on Standard 


Morris. 
Last week it said goodbye to its 
advertising manager, 


| neither skilled at compromise. 
| Their conflict might have been 


Edwin B. lessened had Kenneth Beirn still | ; 
Self, who had been called out | been in the agency, but conciliator ¢ has developed a keen interest 


Oil at McCann-Erickson and on 
Coca-Cola at D’Arcy. 
Not only is he a craftsmaa, but 


of retirement at the time of the | Reirn had had enough of top-level |im sociology, and often delivers a 


Young & Rubicam dismissal. 


|agency conflicts and resigned in 


—not Milwaukee. And he thought|® The Agency: Biow-Beirn-Toigo December. 


that Mr. Toigo was soliciting Nash-|has been operating under that | 
|name for less than a year, although | small, wiry, crackling with energy. 


Milton Biow’s agency dates back | Biow moves fast and talks faster, | 2nd David Riesman. 


Kelvinator. 


® When Mr. Toigo signed the) 
Schlitz business without consulting | 
him, he was very angry. He was 
further chagrined because the Rup- | 
pert brewery asked him point) 


blank if he had the Schlitz busi-| When I wasn’t in the agency busi- and cracked, 


ness, which he denied. Then he had | 
to face the unpleasant task of) 


going to Ruppert and resigning the | Sharp merchandising ideas, and| answers hurt him seriously, 


account in order to accept Schlitz. | 

But the dissatisfaction went far, 
deeper. Mr. Biow was concerned | 
over the arbitrary manner in' 
which Mr. Toigo held a press con- 
ference to deny reports he would 
take the Pepsi-Cola account to 
another agency. He disapproved of 
the handling of the Pepsi-Cola 
crisis. 

And he was reinforced in his 
concern by the loss of the White- 
hall Pharmacal Co. billing (AA, 
Jan. 9). It was felt that Whitehall’s 
loss was directly traceable to con-| 
cern in the client organization over 
the strange manner in which 


| B-B-T had handled the Pepsi-Cola 


imbroglio. 
Further, the most active member 
of the B-B-T management team on 


| Whitehall, F. Kenneth Beirn, re- 


cently had resigned as president of 
the agency. 


® Mr. Beirn resigned from the 
agency at a time when Milton Biow 
announced his intention of resum-| 
ing active operation of B-B-T.) 
Since that time, the agency has lost 
$8,000,000 in Whitehall billing and | 
resigned the $2,500,000 Ruppert | 
account and the $9,000,000 Schlitz | 
account. In the same period it | 
picked up Englander mattresses, 
IXL Foods, and Lanolin Plus 
products. 

The resignation of Mr. Toigo! 


| from Biow-Beirn-Toigo is expected | 


momentarily. In a little less than) 


| two months, the agency had shaken | 


loose two members of its top man- 
agement trio, dropped $19,500,000 | 
in actual or potential billing and 
seemed to be about back to the 
place where—as the Biow Co.—it 
was dominated by the peppery, 
frenetic merchandiser who was its | 
owner. | 


to just after the outbreak of the 
first World War. In casual con- 
versation, Milton Biow claims not 


but says, 


ness—and in my own agency.” 
It was an agency founded on 


On one side was Milton H. Biow, 


jis a canny judge of copy but says 
he doesn’t write any. He is quick 
with a gag (he is reputed to have 


“They ought to sell 
the brewery and keep the stadi- 
um”) and that talent for quick 
at 


A Busy Month for 


press conference. 


Milton Biow, who had not been 


client. 


client.” 


reportedly because the Schlitz 


Philip Morris. 


One of the reasons given for the appointment of a new agency 
by Coca-Cola Co. in November was the success of Pepsi-Cola. 
Accordingly, it was major marketing news when—only a couple 
of weeks after the Coke account had come to rest in McCann- 
Erickson after nearly 50 years with D’Arcy—John Toigo, exec vp 
of Biow-Beirn-Toigo, told a press conference that he would not 
follow the Pepsi-Cola account to another agency. 

It was generally conceded that Mr. Toigo’s gentle, high-fashion 
appeal for Pepsi had been a key factor in Pepsi’s comeback. 
However, the chairman of Pepsi-Cola Co., Alfred N. Steele, af- 
fected great surprise when reporters asked him about the Toigo 


“It’s news to me,” he insisted. It also apparently was news to 


of dispute between the company and the agency was said to be 
the use of Pepsi-like copy for Philip Morris & Co., another Biow 


® Then, after a hectic session of Pepsi-Cola bottlers in Chicago, 
the company sought a new agency and settled on Kenyon & 
Eckhardt. At that time (in early December) John Toigo was in 
Chicago and told AA reporters somewhat cryptically that his trip 
had nothing to do with the bottlers’ meeting, but with “another 


Then, a week after Schlitz employes had been told that the 
brewery was back on top, with about 5,800,000 barrels sold in 
1955, Schlitz dramatically changed agencies. 

It dropped Lennen & Newell in favor of Biow-Beirn-Toigo, 


the kind of copy Toigo had used successfully for Pepsi-Cola and 


The Biow agency, apparently caught flatfooted by the addi- 
tion of the giant brewer, at first denied it had the account, later 
confirmed it, and resigned Jacob Ruppert Brewery. At about the 
same time, it announced the acquisition of the Englander and 
Lanolin Plus accounts. Some Madison ave. statisticians figured 
that the agency had more than replaced its Pepsi billing. 


s But on Jan. 4 Whitehall Pharmacal moved its eight products— 
topped by Anacin—out of the Biow-Beirn-Toigo shop, taking 
away some $8,000,000 in billing. 

And on Jan. 19, after four days when rumors of the impending 
account change swept the New York advertising business, Milton 
Biow resigned the $9,000,000 Schlitz account—some 40 days be- 
fore the agency would officially have taken over on it. 


the Biow Agency 


forewarned of the move. A point 


management was eager to have 


copy lecture that leaves the as- 
sembled creative group feeling as 
if it just had a short course on 
{Gunnar Myrdal, Margaret Mead 


He was and is a profound be- 
| liever in doing one’s own research, 
j}and insists there is no substitute 


|to remember when he started,| reviewed the sad lot of Ruppert | for a copywriter making his own 
“I can’t ever remember when it first came into the shop lls, finding out for himself why 


|}and how a product is used. He has 
jsaid that his method has “four 
| successive steps—(1) analysis, (2) 
| synthesis, (3) focus, (4) advertis- 
| ing.” 


'@ He also says the advertising 
|agency’s function is “to determine 
what the relation of the product 
to the world around it is...and 
if your analysis is profound and 
varied enough, you'll eventually 
find an advertising idea which 
serves as a flag for the whole 
corporation.” 

But coupled with this gentle and 
scholarly touch is tremendous 
assurance, a certain amount of 
impatience with those who cannot 
keep up with him, and a strong 
streak of stubbornness. 

“John,” said a friend, “is really 
his own man. He doesn’t tend to 
quibble or truckle. He says what 
he thinks and will back it up. 
He will be arrogant as hell if he 
feels like it. He can be awfully 
tough to work with, under or 
around. Clients don’t only not scare 
him, they don’t even tone him 
down.” 


® Toigo can say with pride that 
“I didn’t lift a finger to become 
an officer of this agency”; he could 
j also fling a challenge at a client: 
|when he called the press confer- 
lence to disclose that he refused 
to move the Pepsi account to an- 
| other agency, he was obviously 
calling Al Steele’s bluff. 

Steele had been a client—and a 
friend—for years: At Standard Oil 
|when Toigo was with McCann, at 
|D’Arcy, at Coca-Cola when Toigo 
|'was at D’Arcy. Nevertheless, in 
a situation where Toigo felt it 
| warranted, he threw the gauntlet 
(and $6,000,000 in billing) right 
at the client’s feet. 
It was against this background 
‘of powerful personality conflict 
'that the resignation of the Schlitz 


!account took place, 
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Biow Passed Out 
Bouquets Before 
Resigning Schlitz 


NEw York, Jan. 20—On Dec. 30, 


1955, Milton Biow sent the follow- 
ing memo to his staff: 


Last Minute News Flashes 


GOP Sponsors Limited in 


Time, Taste, Hard Sell 


WASHINGTON, Jan. 20—Tv and radio networks have accepted a code 


laid down by the Republican Party for coverage of the 1956 GOP| 
convention. The code stipulates: “Out of respect for the sensibilities | 


of listeners and viewers,” commercial time will be sold only to spon- 


sors “acceptable to the public as 


a whole.” Commercial announce- 


ments are to be presented only in the course of recesses or long pauses 


in proceedings and “are not to interrupt important speeches or ballot-| 


ing.” Direct hard selling is to be avoided. 


“As the old year comes to a Several Agencies Are Wooing Liggett & Myers 


close and the new year is about to) 


begi | New York, Jan. 20—Several agencies have been making presenta- | 
gin, I want to express my thanks | tions recently to Liggett & Myers Tobacco Co. on all of the company’s | 


to you for a year of devoted effort. cigaret brands—Chesterfield, Fatima, L&M filter tip and Piedmont. 
We have come thru a tough Kenyon & Eckhardt reportedly is a leading contender. Lawrence W. 


year, but toughness like this tests | 
our mettle. If we are equal to it, 


Biow Repudiates ‘Memo’ 

New York, Jan. 20—Although 
Milton Biow avoided reporters all 
week, a spokesman for the chair- 
man of Biow-Beirn-Toigo late to- 
day offered an explanation of Mr. 
Biow’s memo. 

Year-end memos are a standard 
thing, he said. The Schlitz account 
was known by most agency people 
to be a new acquisition, so the 
memo could not have avoided some 
mention of it. 

Mr. Biow wanted to repudiate | 
the deal with Schlitz even at that 
time, the spokesman said, but (1) 
his lawyers advised him against 
such an action until he actually 
saw and digested the contract with 
Schlitz, (2) a representative of 
Mr. Biow “begged” Mr. Toigo for 
a copy of the contract, but Mr. 
Biow never got to see it “until 
mid-January” and (3) morale in 
the agency was poor because of the 
Pepsi loss. The Schlitz signing 
figured to offset that. 

“All of this may have been a. 
mistake,” the spokesman added, | 
“put if it was, it was the decent 
thing for Milton Biow to do for the | 
sake of his staff.” 


sentation, “but no agency change is imminent,” he said. Cunningham 


& Walsh has the account. 


OAI's ‘56 Campaign Will 


Treble Last Year's 


New York, Jan. 20—Outdoor Advertising Inc., which launched an 


advertising campaign last October 


in seven business publications, will 


treble its ad budget this year. Color spreads will be run monthly in 


all publications used in ’55 (AA, 


Sept. 19), and five papers will be 


added to the schedule—Bottling Industry, Electrical Merchandising, 
Modern Brewery Age, PIB National Investors Issue and Tire Review. 
The campaign will be intensively merchandised at the local plant 
level. Al Paul Lefton Co. is the agency. 


‘Sportsman’s News’ Buys 


‘American Woodsman’ 


Cuicaco, Jan. 20—Sportsman’s News, hunting and fishing magazine, 
announced today that it has purchased American Woodsman, Ft. Lou- 
don, Pa. Its 43,500 paid circulation will be added to that of the Chicago 
magazine, effective with the March issue. There will be no increase 


in rates. 


Lorillard Sells All Cigar Brands; Other Late News 


® P. Lorillard Co., New York, has sold its cigar business to Con- 
solidated Cigar Corp. Brands sold are Muriel cigars, retailing at 
20¢, and Muriel Babies, Headline and Van Bibber cigars, retailing at 
5¢. All of Lorillard’s cigar division’s buildings, equipment and inven- 


tory have been sold. The amount 


involved was not disclosed. 


® Needham, Louis & Brorby, New York, has been named to handle 
advertising for Palm Beach Co., succeeding Ruthrauff & Ryan (AA, 
Jan. 16). Palm Beach makes Palm Beach, Springweve, Sunfrost and 
Resortweave men’s clothing and sportswear. Elmer Ward Jr., exec vp 
of Palm Beach, said the 1956 ad budget would exceed $1,000,000. 


|® Lawrence C. Gumbinner Advertising Agency, New York, has made 
| the following staff changes: Hershel Bramson, art director, has been 


we will come out bigger and bet- | elected a vp. He joined the agency in 1953, and was formerly art di- 
ter, and I have a deep belief that | rector for Look and Flair. Charlotte Dressner, assistant treasurer, in 
we are doing that right now. For | ,adition has been named secretary of the company. Robert Wechsler, 
this there is much support. Here is | formerly with Benton & Bowles and Anderson & Cairns, has been 


just a little. 
“On our roster for next year are | 


appointed to the new position of promotion director. 


already three distinguished new} ® Superior Electric Co., Bristol, Conn., has appointed the Marschalk & 
Pratt division of McCann-Erickson to handle advertising for its Lux- 


accounts: 
“Lanolin Plus, 
Duggan-Phelps. 
“The Englander Co., maker of | 
Englander springs and mattresses, 
formerly with Leo Burnett Co. 
“Joseph Schlitz Brewing Co., 
formerly with Lennen & Newell. 
“I mention the Jos. Schlitz 
Brewing Co. last because it is the 
biggest achievement of all. For this 
fine piece of work goes a bouquet 
to Mr. Toigo, our executive vice- 
president, and I know from him a 
bouquet to those of our staff who 
contributed to this achievement. 


s “What stands out strongly in my 
mind in securing the Schlitz busi- 
ness, aside from the importance of 
the business itself, is the sound 
thinking, the deep penetration 
that Mr. Toigo gave to the problem 
that was facing the Schlitz Co. It 
is this that resulted in their seeing 
it so much to their advantage to 
work with this eompany. 

“A look at the record shows that 
we did a solid job for all our 
clients. We can be proud of the 
achievement.” [This was followed 
by a long paragraph on Fluffo.] 

“On the other side, we have lost 
some important billing. In each in-| 
stance, we can be proud of the job | 
we did for those clients who left | 
us. We are now within easy reach | 
of equalling last year’s billing, and | 
we are going ahead for a bigger | 
year in 56. 

“This with your help will be ac- 
complished. To all of you and your 
families a Happy New Year.” 


Tom Welch Named Coast A.M. 

Tom Welch has been named Pa- 
cific Coast advertising manager of 
House Beautiful. He has been with 
the publication since 1946. 


ucts advertising for Superior. 


formerly with/| trol line of lighting controls. McCann already handles consumer prod- 


|® Sid Bruck, an account executive with Ehrlich, Neuwirth & Sobo, 
|New York, for the past year and a half, has been named a vp of the 
/agency. Previously he was with Kaplan & Bruck. 


3,000,000-Barrel 
Gain in ‘55 Lifts 


Brewers’ Spirits 


NEw ORLEANS, Jan. 19—With a 
solid 1955 sales increase under 
their belts—after five years of lit- 
tle or no change—brewers allowed 
themselves some “cautious opti- 
mism” at the 80th convention of 
the U.S. Brewers Foundation this 
week. 

Final figures were not out yet 
on beer sales in 1955, but the word 
at the convention was that they 
would show a gain of nearly 3,- 
000,000 bbls. over 1954 sales, bring- 
ing the total to something over 86,- 
000,000 bbls. (The 1954 figure was 
83,292,707.) 

Edward V. Lahey, foundation 
chairman and president, reflected 
the new expansive spirit when he 
made this prediction to the brew- 
ers: That this year the industry 
should break the alltime record of 
87,000,000 bbls. registered in 1947. 


® Mr. Lahey based his prediction 
on a number of factors, but he 
stressed the “power of public 
opinion” which the foundation’s 
public relations program has favor- 
ably “cultivated and nurtured.” 
“This good opinion has been the 
harvest of what we have sown 
through our self-regulations pro- 
gram, our advertising, our printed 


literature and other media that in- 
form the public,” he declared, and 
added: “One of the principal rea- 
sons we have successfully fought 
off attempts to restrict sales of our 
products is that we have had most 
of the public on our side.” 
Herbert Fisher, director of mar- 


It's Schlitz, All Right 

The latest figures—not yet offi- 
cial—seem to prove that Schlitz 
and Anheuser-Busch have changed 
places at the head of the brewery 
sales parade. 

Schlitz reported final sales in 
1955 of 5,780,000 bbls., while An- 
|heuser-Busch sources estimated 
|5,600,000 bbls. for that company. 
The 1954 figures were: Anheuser- 
Busch, 5,800,000; Schlitz, 5,400,000. 

In other scattered returns, Theo. 
Hamm Brewing Co. reported earli- 
er that it passed the 3,000,000-bbl. 
mark in 1955, for a 36% sales gain 
jover ’54. And Falstaff Brewing 
Corp. announced an 11% increase, 
which may put it into fourth 
place—ahead of Pabst and behind 
Ballantine. Falstaff figured its ’55 
sales at 3,655,000 bbls. 


ket potential for the foundation’s 
agency, J. Walter Thompson Co., 
offered another cause for optimism 
about brewery sales prospects— 
packaging innovations that have 
popularized beer and ale as “mar- 
ket basket” items. 


HARRY BRESSLER, formerly with Mc- 


Bruff, advertising manager, said he is open to new ideas that wil] Cann-Erickson, has joined Doher- 
increase sales, but declined to name any agency that has made a pre- ty, Clifford, Steers & Shenfield as 


radio-tv copy chief. 


N. Y. City Is Asked 
to Take Position 
Opposing Pay TV 


for and against pay-as-you-see 
television may get a public airing 
in New York soon. 

A resolution asking the city 
council of New York to go on rec- 
ord with the Federal Communica- 
tions Commission as disapproving 
fee tv “on the ground that it will 
create hardship for many families” 
came up yesterday for considera- 
tion by the rules committee of the 


motion to hold a public hearing, 
but the committee sentiment 
seemed to favor an open discus- 
sion of the issues. A date for the 
public hearing on the resolution, 
which was introduced by Abe 
Stark, city council president, is ex- 
pected to be set at the next meet- 
ing of the committee. 

Representatives of several un- 
ions were on hand to urge the 
adoption of Mr. Stark’s resolution 
and the holding of public hear- 
ings. Only voice raised against the 
scheduling of hearings was that of 
James M. Landis, counsel for Ski- 
atron Corp., who spoke for the 
three major companies seeking to 
operate pay tv. 


s Mr. Landis opposed the resolu- 
tion on the ground that the city 
has no authority over tv, the con- 
trol of which is vested in the FCC. 
He said the resolution was not 
worth the work, time and expense 
it would take to hold long hear- 
ings, which would duplicate the 
FCC’s current investigation being 
made with the FCC’s “expertness.” 

However, in answer to questions 
from councilmen, he said he too 
would recommend a hearing to 
clear up “misinformation that has 
been spread around” if there is to 
be a resolution passed by the 
council. 


John Fitzgerald, 77, 
Dies; Chairman of 
Reynolds-Fitzgerald 


Cuicaco, Jan. 19—John T. Fitz- 
gerald, 77, chairman of Reynolds- 
Fitzgerald, newspaper representa- 
tive, died yesterday in Chicago 
Wesley Memorial Hospital. Born 
in New York, Mr. Fitzgerald had 
lived in Chicago for the past 40 
years, He had been in the newspa- 
per advertising business through- 
out his business career, beginning 
in the New York office of the 
American Newspaper Publishers 
Assn. 

He was the third president of 
the American Assn. of Newspaper 
Representatives and served two 
terms as head of the Newspaper 
Representatives Assn. of Chicago. 

He and the late Harry D. Rey- 
nolds purchased Benjamin & Kent- 
nor, an early newspaper represen- 
tative company, late in the 1890s 
and changed the company’s name 
to Reynolds-Fitzgerald. 


New York, Jan. 20—Arguments | 


council. Action was deferred on a/| 


79 


Small Car Maker 
‘Outflanks’ Giants, 
Romney Declares 


WASHINGTON, Jan. 18—George 
Romney, president of American 
Motors Corp., told the National 
Press Club today, “Common sense 
is going to do more for the success 
of the Rambier than the smartest 
advertising copy we can produce.” 

While he emphasized that he 
does not expect small cars to “take 
over the market,” he said people 
are bound to turn to automobiles 
that meet their living standards 
less wastefully. 

He estimated small cars even- 
tually will get about an equal share 
of the total market. 

“You may ask,” he said, “ ‘If the 
compact car has so much to offer, 
why don’t the big three build one?’ 

“The only reason I can suggest 
is that if you own the Yankees, 
would you build another ball club 
to play next door the same day?” 

He said one of American Motors’ 
| big problems is that the public is 
| under the illusion that you have to 
| be big to be good. 


® Actually, he said, in the automo- 

|bile business, American Motors 
|reaches peak efficiency when its 
tools produce 180,000 to 206,000 
cars annually. Beyond that, tools 
and facilities must be duplicated 
to a large extent. 

Discounting the significance of 
automation, he pointed out that 
costly automatic equipment makes 
companies “muscle-bound” and 
precludes the adoption of new 
designs. “A new word for an old 
idea,” he said. Basing his judgment 
on his company’s experience with 
automatic machinery, Mr. Romney 
called automation “highly over- 
rated.” 

Casting himself as a “rabbit” 
playing against “dinosaurs” he 
said the smalier company prospers 
by “out-flanking” the big ones. 

While the smaller company in- 
troduces new ideas, it seldom gets 
credit for them, because of the 
enormous advertising and mer- 
chandising budgets of the bigger 
companies, he said. 

He illustrated this by describing 
his company’s experience with 
single unit body construction, 
which it has used since 1939. 


® The big three soon will be 
adopting this system because it is 
safer, more practical, roomier, and 
more economical to build, he pre- 
dicted. 

“A growing number of shrewd 
buyers have recognized the far 
superior safety and riding qualities 
resulting from our single unit con- 
struction,” he said. “But the gen- 
eral public probably will not be 
convinced uniil the barrage of big 
three advertising is launched— 
when they adopt our construction 
principle.” 

He said one of the big three auto 
makers spent $33,000,000 in news- 
papers alone in 1953, while Hudson 
spent a total of $5,500,000—most of 
it in tv. 


® Appearing before ihe Senate 
commerce committee today, Mr. 
Romney said car customers are 
developing a “customer beware” 
attitude as a result of horse trad- 
ing practices that have character- 
ized car selling in the postwar 
period. He said customers and 
dealers are disgusted and that he 
believes both customers and deal- 
ers, “will respond to greater 
honesty and integrity in the ad- 
vertising, selling, servicing and 


financing of cars.” 

“Gee, but there’s been a lot of 
dishonest advertising,” Mr. Rom- 
ney was quoted as saying. “It’s 
just revolting.” 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximurn—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday | 
noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


SBOE SPAR CIN ER AROS TE LSE tS ENTRIES 


HELP WANTED 


| 


HELP WANTED 


Wanted - Assistant Classified Manager. 
Excellent opportunity for good detail ad- 


Creative Art Director | 
Excellent opportunity to grow with ex-| 


ministrator to obtain recognition and fi- | panding Chicago advertising agency. Write | 
nancial reward. Will share direction of | for appointment. | 


experienced staff of personnel in Classi- 
fied display sales, large phone room, lay- 
out and art departments. Property located 
in Eastern city. Enjoys large circulation, 
both daily and Sunday. Please send com- 
plete resume of your career. Replies held 
strictly confidential. Address to 
Box 8032, ADVERTISING AGE 

420 Lexington Ave., New. York 17, N.Y. 


SPACE REPRESENTATIVE 
MEDICAL PUBLICATION 
Medica! Journal desires East Coast Sales 
representation. Must have following in the 

pharmaceutical field. 
Box 8029, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha. 77-1991 Chicago 


MARKETING RESEARCH 
CAREER MAN 

2 years experience Market Research 
with some background in data analysis. 

Maximum age 27 years, versatile, able 
to work harmoniously with top notch 
team in rapidly expanding New York Re- 
search Organization. 

Ready to advance to added responsibil- 
ity in top management level. 

SALARY $4000 - $6000 STARTING 
All replies confidential. 
Box 8031 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


A challenging position with one of the 
Nation's leading Dairy Equipment Manu- 
facturers for a young man interested in 
an advertising and sales promotion career 
with opportunities unlimited. Give com- 
plete resume and salary requirements in 
first letter. Include photo. Location, Cen- 
tral Pennsylvania 
Box 8030, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
BARNARD’S - NATIONWIDE 
OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
Wa 2-2306 202 S. State St. Chicago 
SIDELINE SALESMEN 
Excellent opportunity for men now selling 
some phase of art, type, printing, etc., 
and calling on agencies, mfrs. to get in on 
ground floor of rapidly expanding new 
development. Liberal commissions, good 
earnings. Protected territory. Most leading 
centers open. Please write fully. 
Box 8033, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, 


Box 8028, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING 
COPYWRITER, drug or cosmetic exp. 


PUBLIC RELATIONS, midwest mfr. $6500 | tion, space sales, etc. Attractive salary,|Now with 4-A Indust. Ag’ 
. ’ . , = . Ag’cy., Age 33, 
COPYWRITER, Indus. agcy. exp. ....$7500| profit-sharing and eventual participation. $15,000. Box 8040, ADVERTISING AGE 


COPYWRITER, heavy consumer exp. TOP | 
COPYWRITER for Southern agency ..$8500 
TECHNICAL WRITERS, many locations | 
ADVTG. MGR. for small mfr. ............96000 
ARTISTS, beginners or expd. 

SHAY EMPLOYMENT AGENCY 
30 W. Washington Chicago 2, Ill. 
Have wonderful opportunity for a really 
terrific space salesman. New York and 
Eastern Territory. 3 related business 
monthlies. Salary $7,500 plus commission 
with excellent potential and opportunity. 
Give full details. 

Box 7997, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
SALES TRAINEE for trade paper public- 
ation house. Willing to transfer to New 
York City after 6 months. Prefer promo- 
tion-minded man with engineering sense 
who can grow into advertising space sales- 
man. If you have the proper qualifications 
and are eager to start at bottom of a grand 
opportunity—this is it. Give complete de- 
tails of age, experience, education. 

Box 8027, ADVERTISING AGE 

200 E. Dlinois St., Chicago 11, 


ATTENTION POTENTIAL PUBLIC 
RELATIONS MEN 
We are a mid-west manufacturer. We are 
expanding our public and employee re- 
lations activities. We are looking for men 
to work both in headquarters and plants 
in Tennessee, Indiana and Ohio. The type 
of men we want have worked on small 
or medium size dailies or they have cov- 
ered all types of stories. They should 
also preferably done some free-lance work 
and it might be helpful to be able to 
use a camera. They should like people, 
be interested in people and be interested 
in helping them. The job will call for 
preparation of institutional advertising, 
plant magazine, and preparation of news 
stories. It is a challenging opportunity. 
Write Box 7996, giving full particulars 
with first letter, and samples later. 
Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 
ALL 18 GRIST 

.... Which comes to our mill. 

Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 


ing it to good reporters. 


interview. 


EDITORIAL PERSONNEL WANTED 


There are three openings in the Chicago editorial or- 
ganization of Advertising Age. We need a proofreader 
and at least two writers. The principal requirement for 
the writers is journalistic competency—ability to handle 
factual reporting and rewrite work with facility, accu- 
racy and intelligence. Knowledge of advertising and 
merchandising is helpful, but we’re willing to try teach- 


Call Jack Graham, managing editor, at De 7-5200 for 


Wanted: Account Executive 


with Construction Equipment Experience 


office: 


catalogs. 


follow by appointment. 


We need a man with these qualifications for our Chicago 


1. Good creative man—must be a good writer. 

2. Experience in construction equipment field, either 
with agency, manufacturer or publication. 
Ability te handle all phases of a major account . . . 
contact and field work, writing space ads, direct mail, 


This job calls for a self-starter who will have full respon- 
sibility for the account. Maturity (not necessarily age), team 
spirit, capacity for work are essential. Salary open. 

Please do not telephone; send us a detailed personal 
résumé of your experience and qualifications for this job. 
Your reply will be kept in confidence, of course. Address 
Richard C. Christian, Exec. Vice President; an interview will 


MARSTELLER, RICKARD, GEBHARDT and REED, Inc. 
185 N. Wabash Ave., Chicago 1, Illinois 


HELP WANTED | 


POSITIONS WANTED 


Advertising Age, January 23, 1956 


REPRESENTATIVES WANTED 


ASSISTANT ADVERTISING MANAGER | 
A challenging position in an aggressive, 
“leader-in-it’s field’ company in south- 
western Ohio is open to a man with good | 
qualifications. Husky company growth has 
made this job available for someone fam- | 
iliar with printing processes, copywriting, | 
the preparation of 4-color catalogs, dealer | 


| aids, newspaper mats and mailing lists. We | YOU! Box 8036, ADVERTISING AGE 


want a person who can work easily with | 
our sales force, agency, graphic arts sup- 
pliers, and others. A resume of your qual- 
ifications, experience, age, salary expected | 
and a snapshot will be held in strict con- 
fidence. 

Box 7985, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. | 


Assistant Trade Paper Publisher | 
Exceptional opportunity for exceptional | 
man who can handle every phase of trade | 
paper activity including editorial, promo- | 


Send complete details including family 
status, salary requirements. Chicago loca- | 


tion. | 
Box 8035, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois | 


ARTIST WANTED | 
Top Michigan Ave. advertising art studio 
wants excellent, thoroughly experienced 
layout man. Work on nationally-known 
accounts. Best working conditions. Salary 
based on experience. 

Box 8037, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WRITER 


Unusual opportunity in Philadelphia area 
for college graduate with background in 
writing or science, or both. Promotional 
experience desirable. Applicant should be 
25 or over, have common sense, accept | 
responsibility, and be able to work under 
pressure. Send complete information on 
education and previous experience and 
include salary requirement. 


Box 8034, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


POSITIONS WANTED 


GRAPHIC ARTS MECH. PRODUCTION 
Know art, type, plates, schedules, costs in 
litho, letterpress, publ. and package. 
Worked in agcy. engrav. print. and publ. 
Box 8039, ADVERTISING AGE | 

200 E. Illinois St., Chicago 11, Illinois | 


I WANT TO WALK IN THE SUN AGAIN | 
Tired of inside want Sales-Contact posi- 
tion. 4 Yrs. all phases Adv. & Prom. plus | 
Sales. Fine Copy, Prod., Ideas, & Con-| 
tacts. Now employed but available. 27, 
MBA, Vet. 
Box 8025, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


WANT MORE PROFIT SALES? 
My twenty years of adv. and sales experi- 
ence will prove valuable to your food 
business or agency. 
Box 8044, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


AD AGENCY TV FILM EXECUTIVE 
5 yrs. with top producers on wide range | 
of national accounts for 4A agencies. 
Strong Liaison, Producer, Administrator. | 
Box 8041, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. | 


I'M NO GENIUS, BUT...if a sound 
ability in layout, copy, production (with 
finished art ability thrown in for good 
measure), nurtured thru 9 year’s exp. 
with newspaper, radio, direct mail, win- 
dow display, billboards—would be of val- 
ue to you...and you're located West, 
Southwest or West Coast...I'M WITH 


200 E. Illinois St., Chicago 11, Illinois 
MERCHANDISING 
Help your client “build” sales into prod- 
uct. Specialist in increasing size of sale 
& automatic selling. Now Mdsg. Mgr. of 
AAAI food mfr. 32; in Who’s Who. Prefer 
creative mdsg. for ad agency, PR, mgt. 
consult. Hq. NY or Chi. Will travel. 
Box 8038, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE ART DIRECTOR 
Visualizor, Modern Layout, Versatile, 


200 E. Illinois St., Chicago 11, Illinois 


AUDIT BUREAU OF CIRCULATION 
SUPERVISOR — TRAINEE 


Permanent position for woman 
with Audit Bureau of Circulation 
experience, detailed figure or 
Bookkeeping background to keep 
records and eventually assist in 
supervision of circulation depart- 
ment. Typing necessary. Call Mr. 
Hagman for more information 
and a resume of our benefits. 
ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
DElaware 17-5200 


here’s your next 
CREATIVE ART DIRECTOR! 


He's an ‘‘off the beaten track’’ thinker 
with a constant flow of practical ideas. 
A herd-driving combination crective mon 
—<ort director with 16 yrs. brood experi- 
ence in all phases of advertising ort. Cre- 
otes and ort directs ads, ranging from 
hard-sell, direct result ads to modern, 
highly-styled ones—from b/w trade to 4- 
color national pages with equal facility 
and enthusiasm. His inherent good taste, 
sound judgment and executive bearing 
will make him welcome at all your top- 
level discussions. Seeks agency thot be- 
lieves the right ort director can help im- 
plement its growth and will let him shore 
2 ’ future. Age, a vite! 39, married, one 
child. 


ADVERTISING AGE 


Box 669 
200 E. Illinois St. Chicago 11, Ill. 


MARKETING 


ing operations and substantial 
with people. 
RESEARCH 


fill a supervisory position. 


Also a for this 
and to 


Chicago 1 


National Advertising Agency 
Foote, Cone & Belding, Chicago office, needs additional per- 
sonnel for its marketing research staff: 


RESEARCH SUPERVISOR 


Position involves supervising research, analytical and plan- 
ning activities on a group of accounts. Applicants should have 
good technical background, a knowledge of general market- 


portance are the abilities to write good reports and to deal 


Position consists of working as an assistant to a Research 
Supervisor. In time, this person should become qualified to 


position are the abilities to write reports 
L al with people. Applicants should have researc 
perience or equivalent specialized academic training. 
Please submit brief but adequate summary of your qualifica- 
tions. All replies will be treated confidentially. 


Personnel Dept. 
Foote, Cone & Belding 
155 East Superior St., 


RESEARCH 


experience. Of particular im- 


ANALYST 


ex- 


1, Hlinois 


Can you add another trade magazine to 
your string? Long established monthly is 
looking for a reliable representative to 
give part of his time covering Chicago 
area. Box 8042, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Sales representatives, dealers, distributors. 
Fast selling line of stock & printed to 
order billbooks, cash books, salesman’s 
order books, printed business forms with 
or without carbon, used by every retailer, 
wholesaler, distributor, manufacturing & 
industrial firm. World's largest manufac- 
turer. Good side line. Free illustrated cat- 
alog. Age, Box 502, Great Neck, N.Y. 

BUSINESS OPPORTUNITIES 

SMALL AGENCY 

Let’s pool overhead to increase profit. 
Maintain own identities or merge if ad- 
visable. Use our offices and staff or yours. 
We are a reputable Chicago agency with 
full recognition and high credit standing. 
Let's see if a satisfactory arrangement can 
be made. 

Box 7994, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

Southeastern regional business magazine 
for sale. Good potential for publisher of 
several others or one who can give full- 
time to it. Well-established, but needs 
promotion. Moderately priced. Write P. O. 
Box 711, Richmond, Va. 

GOT A SICK TRADE PAPER 
with a tax loss? If so, let me help you 
get the book on its feet and make a little 
money for us both. We're a young, ag- 
gressive publishing organization that has 
just what you need to do the job. 

Box 8043, ADVERTISING AGE 

200 E. Miinois St., Chicago 11, Illinois 


MISCELLANEOUS 
COLOR COUNSEL 


harmony with 99.3% accuracy; 


Color 
_ Weekly Chicago 


agencies, industry, TV. 
calls. 


IRWIN DETCHON, 313 E. Wabash Avenue, 
Crawfordsville, Indiana. 


PeSeeee2e8888880e880080% 


WANTED 
ACCOUNT EXECUTIVE 


We have what we believe is an exceptional 
opportunity for an experienced account 
executive. Ours is a medium size industrial 
agency—and is growing. The possibilities 
for the right man include a congenial at- 
mosphere and a voice in management. The 
salary for this job is open 

Get in touch with W. A. Cather, Michel- 
ant Bint SUL sce sso. e 


POSSCSHSSSGO 
Leeeeecescon 


“Our 45th Year” 
A.E. GAS CO. EXP. $13,500 


Minimum 4 yr. éxp. with natural or 
manufactured gas. 35-45 yrs. Soli 
gas coguence merchandising. All re- 
plies strictly confidential. 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


WANTED... 
TOP CREATIVE 
COPYWRITER WITH 
DIRECT MAIL 
EXPERIENCE 


This person should have a proven 
background of resultful direct 
mail promotion copy preferably 
in the magazine field. He will 
work closely with editorial and 
business offices to produce direct 
mail for a leading national home 
service magazine. Submit sam- 
ples of work and résumé of edu- 
cation and experience. Salary 
open. Reply Box 674, ADVER- 
TISING AGE, 480 Lexington 
Ave., New York 17, N. Y. 


Advertising 
Research 


If you have had the equivalent of 
two years’ experience in Re- 
search Department of a 


R/E 
WANTS TWO SPACE SALESMEN 


One for Cleveland Territory—One for New York Vicinity. We will 
add immediately to our Sales Staff two experienced industrial space 
salesmen—one for the Cleveland—Buffalo—Pittsburgh—Detroit area; 
one for New England—New York State area. Salary and expenses to 
start—commission basis later, when earned. Integrity as important as 
ability. An opportunity to move with a fast-rising industrial magazine 
whose basic concept is quality in editorial, circulation and production. 
Replies confidential if so requested—write to: 


WM. H. RELYEA, 

The Magazine for Research and Development Managers 
The Relyea Publishing Corporation 
103 Park Ave., New York 17, N. Y. 


JR., Publisher 


advertising agency and hold a 
supervisory position, this oppor- 
tunity will interest you. 


A leading advertising agency of- 
fers unusual opportunity as brand 
supervisor in Research Depart- 
ment dealing with nationally 
advertised products. The responsi- 
bilities include client contact, li- 
aison with Creative Department, 
and supervision of research proj- 
ects. job is equivalent to a 
Research Director in smaller 
agency. Salary commensurate 
with qualifications. 


Send résumé stating age, educa- 
tion, —z status, experience, 
and salary desired to Box 647, 
ADVERTISING AGE, 480 Lex- 
ington Ave., New York 17, N.Y. 
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Advertising Age, January 23, 1956 


ADVERTISING SALES OPPORTUNITY 


IN CHICAGO 
Wanted an experienced catalogue or trade 
publication salesman. Will work out of Chi- 


plies vw — ta . 
vorment ae state experience, age and 
Box ory AnVERTEOING AGE 
200 E. Illinois St. Chi cago 11, Illinois 


ACCOUNT EXECUTIVE 
Experience in ethical pharmaceuti- 
cals most helpful. We need a self- 
Starter, not afraid of hard work 
under pressure, someone 
meeting and working with medical 
people, pharmacists, and allied pro- 
essions, under 35. Excellent future 
and rapid advancement for right 
person. Midtown NYC agency. Start 
to $7500 depending on experience. 
Employee benefits. Write com nd 
for interview. Box 673, AD VERTI 
ING AGE, 480 Lexington yo 
New York 17, N. Y. 


LETTERING ARTIST 
SAN FRANCISCO 


Established studio (complete service) has 
opening for top notch letterer—prefer 
combination of lettering—layout or re- 
touch, or some illustration. Commission 
and draw or guarantee plus override or 
salary. Reply D. L. Wyatt, 212 Sutter St., 
San Francisco, Calif. Send repro or stat 
samples and written resume—no originals 


TRADE PAPER PUBLISHER 
Wants Another Trade Paper 
We are successful publishers of 
trade magazines operating in two 
industries. We want to buy an- 
other trade paper—in a complete- 
ly different fi eld d from the ones in 
which we operate. If you have a 
trade magazine that doesn’t fit in- 
to your operation, or if you have 
an association publication that is 
ready to become a full fledged 
business publication, we would 
like to know about it. Please sub- 
mit your proposal with full infor- 
mation to Box 676, Advertising 
Age, 480 Lexington Avenue, New 

York 17, N. Y. 


SALES PROMOTION WRITER 
$10,000 


v 
Top-flight Midwest Agency seeks 2 writ- 
ers with a solid background in sales pro- 
motion and collateral materials. Automo- 
bile or related experience necessary. Con- 
tact in full confidence 

George E. Pylkas 
Executive Advertising Consultant 
WABASH FMPLOYMENT AGENCY 

202 So. State Chicago 4 WAbash 2-5020 


Fine, Fast, Fairly Priced Photography 


pics 


DEARBORN 2-1062 


MANUFACTURER 
WANTS 
AGENCY 


We're looking (closely) for an agéncy with 
fresh, vital, pertinent ideas—that sell! 
We manufacture cosmetics and toiletries, 
primarily distributed in the Negro Market. 
We're the biggest in our market now, we're 
looking to get bigger. This won't be a 
million dollar account, it’s closer to 100- 
thousand. It will grow. If you've got cos- 
metic, food or allied experience, if yo:'re 
at home with regular and direct selling 
methods, if you can be as interested in 
promoting sales and sales promotions as 
you can be in placing space and time and 
creating ideas write: 
Box 663 ADVERTISING AGE 

200 E. Illinois Chicago 11, Illinois 


If you need more sales and service and 
and are a legitimate company, I'll repre- 
sent you with advertisers and agenc'es 
on wonderful terms. My reputation and 


Box 672 


YOUR 
NEW YORK sales record are tops. 
OFFICE This offer is for one company only! 
(Sth Avenue—beautiful ) Write in confidence . . . 


ADVERTISING AGE 


480 Lexington Ave., New York 17, N. Y. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 


allied fields. 
By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


BIRCH 
#3 
Executive 


Placement 
Counselors 


CREATIVE MAN... 

for radio, TV, publication writi 
on top farm’ accounts with 4- 
Chicago — Marvelous op- 
portunity for right man. Write in 
confidence to Box 634. Advertising 

Aon . Illinois St., Chicage 


BZESS RAS Be, 


for a good 1-Man Agency 


MERGER? 


I can’t handle any more busi- 
ness. 


away. I build "em up until they 
get so big that they leave me 
(with love, kisses and highest 
honors, of course) for a bigger 


Agency. 

If +, ‘re in a similar pickle, 
we for each other. 
We're re worth much more to each 
other than plugging away at it 
all by our lonesomes 

Can do 6 men’s work effi- 
ciently, capably, profitably. Pre- 
fer to join forces with a small 
but aggressive, progressive New 


CREATIVE WRITER 
TV COMMERCIAL & 
INDUS. MOTION PICTURE 
We want a man or woman with a 
ty creative ability in this field 

. one who is interested in a career 
sition. Our Chicago studio is 

an staff position. leader in the industry 
and we are still on the way up. Fu- 
ture unlimited. Our staff know of 
this ad. Write giving full details in 


conmdencs. 

x 779 ADVERTISING AGE 
200 E Illinois St., Chicago 11, Illinois 
Also an excellent opening for an ex- 
perienced storyboard a " 


ILLUSTRATOR 
SAN FRANCISCO 


Established studio (complete service) has 
opening for top notch illustrator. Figures, 
general, etc. Possible profit and manage- 
ment participation for right man. Com- 


| 


81 


Golub Joins Rapid Art 

Bill Golub, formerly with 
Chartmakers, has joined Rapid Art 
Service, New York, as managing 
art director. 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Make Authentic Records 


You can check results promptly and base 
decisions on accurste facts with service by 


, 


ESTABUSHED 469 

PRESS CLIPPING BUREAU 
BArclay 7-537! 
165 Church Street New York 7, N.Y. 


And to keep these records for reference 
we offer sturdy, handsome, indexed 


Loose Leaf File Books 


in two practical sizes; rubber cement; 
plastic laminating if desired. 


York City agency. All confi- 
dences strictly respected. 


? 
? 
? 
? 
? 
? 
> Am forced to turn accounts 
? 
? 
? 
? 
? 
? 


Box 660, ADVERTISING AGE ride or salary. 


mission and draw or guarantee plus over- 


L. Wyatt, 212 


BURRELLE’S 
PRESS CLIPPING BUREAU 


ARTIST WANTED 

No commuting. Exceptionally fine woreins, 

living conditions for self and f 
ae Staff 9 artists. All kinds a 4 
do. Need mostly feo 4 this time, 
No artist has resigned in . Good pay. 
Write us fully. If interested © we ‘will phone, 
pay travel expense self and wife to see us. 
ermanent, paid every two weeks year 
round. Fast growing company. Hallie 


Bramble, Senior Art Director, Biddle 
Company, Bi i Illinois. Phone 
76036. 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL | 
CONVENTION INDUSTRIAL 


ADVERTISING MANAGER 


Due to extensive expansion, a 
large nation-wide organization 
is interested in a top-flight ad- 
vertising manager to supervise 
accelerated sales promotion pro- 
gram. Must have creative mind 
and should be capable of coordi- 
nating advertising agency activ- 
ities. Will handle a $4,000,000 
yearly budget in all mediums. 
Write giving age, marital status, 
education, complete experience, 
and salary requirements. P. O. 
Box 406, Dayton, Ohio. 


National Newspaper of the Motor-Freight Carriers 


Sutter St., San isco, Calif. Send 
480 Lexington Ave., N.Y. 17, N.Y. rit 
sa Fag of Seal comples ond written resume 1! 165 Church Street © New York 7. N. Y. 
18,611 4 $7.50 
AVERAGE PER 
PAID YEAR 


1424 SIXTEENTH ST., N.W. 


* WASHINGTON 6, D.C. 


ADVERTISING SPACE BUYER 
Minimum of 3 years actual buying 
experience required. Age 25-35 
Send resume ang military status, 
experience, desired salary to Per- 
sonnel. Excellent copestunity | with 

) _— Advertising Inc. 261 ; aa 

venue, New York 16, N. Y 


ADVERTISING MANAGER 


If you have been in a key 
advertising position in a 
competitive consumer field 
where heavy emphasis is 
laced on merchandising; 
f you can formulate adver- 
tising peer. determine and 
administer budgets, have a 
creative talent particularly 
in the area of point-of-sale 
material; and, if you are 
interested in a top five fig- 
ure salary, you will want 
to send us your résumé for 
consideration by our client 
. a leading California 
firm with national distribu- 
tion. Please refer to file 
No. 16123 


wants Chicago age 
po a experience: copy, cop, 

count supe >ervision—consumer lines (foods, du- 
Fables). and industrials. Some knowledge 
media, production, general agency pract 
Excellent references; modest salary —~ 
ment. A find for the smalier organization 
where experience and ability count more than 
qoeaas years. Now connected; available 


a 678 ADVERTISING AGE 
200 EB. Iilinois St. Chicago 11, Illinois 


CHICAGO OFFICE SPACE 


Near North Remodelled Town 
House. Entire Fourth Floor con- 
sisting of Five Offices. Automatic 
Elevator, Air Conditioned. Na- 
tional Sporting Goods Association, 
716 Rush Street. DE 7-3870 


ACCOUNT EXECUTIVE FOR 
COMMERCIAL AUTOMOTIVE VEHICLES 


Medium-sized Agency with blue-chip clients has a unique 
opportunity for a seasoned account executive for com- 
mercial automotive vehicle account located in Middle 


West. 


Experience in automotive field—especially on commercial 
vehicles—desirable but not essential. Experience in indus- 
trial marketing and advertising is essential. While job 
covers all phases of account work, an important attribute 
would be ability to contribute to creative thinking. 


Account is sizable at present and has tremendous future. 
Substantial compensation for right man. 
Submit resume to Box 675, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


pe 


A 


The facts about TRANSPORT Topics invite com- 
parison—and envy. Its paid circulation is in 
excess of 18,000, and its renewal percent is 
83.47! Astounding figures if this were a give- 
away publication—but TRANsPorT Topics sells 
for $7.50 per year. (Over 81% of its subscrip- 
tions are for one year only, and 77% are 
obtained by mail direct to the publisher.) 

TRANSPORT Topics is unique in the trucking 
field It is a tabloid-size newspaper published 
every Monday and edited exclusively for Motor- 
Freight Carriers — common carriers, contract 
operators, household goods movers, automobile 
transporters, petroleum and oil-field haulers, etc 
Its news columns are devoted exclusively to 
topics that interest these people: ICC decisions, 
court actions, rate increases, size and weight 
legislation, taxes, personalities, etc. 

Weekly issues (ABC net paid) reach the 
foremost operators in the industry. The 2800 
Class I Carriers—the cream of the crop who 
account for 79% of the income of regulated 
carriers — overwhelmingly prefer TRANSPORT 
Topics to any other publication. 

The third-Monday edition of TRANSPORT 
Topics (ABC plus 8,900 controlled circula- 
tion) reaches every carrier regulated by the 
ICC. This edition gives you 100% coverage of 


COPY OF PAPER AND ABC STATEMENT SENT AIRMAIL ON REQUEST [4 


*ABC June 30, 1955 


the motor-freight industry twelve times a year. 

Motor-Freight Carriers make up the largest 
single vocational truck market in America. 
With 1,000,000 power units—roughly 13% of 
the nation’s total—they account for over half 
the annual truck-ton miles. They operate 51% 
of the tractor-trailer combinations. Regulated 
carriers alone gross over $5 biilion a year. 
Approximately 18,000 of these carriers operate 
their own shops for rebuilding and maintenance. 

Readership of TRANsPporT Topics is attested 
to by its remarkable renewal rate and by the 
fact that each issue carries a page or more of 
classified advertising set solid. 

The newspaper format of TRANSPORT Topics 
assures advertisers another dividend full posi- 
tion, regardless of size, on a page replete with 
live editorial matter Proportion of editorial 
content to advertising pages is approximately 
50-50. In 1944, TRANSPORT Topics carried 456 
pages of display advertising; in 1954, 821 
pages—an increase of 80%. 

Any automotive advertiser, large or small, 
who wants to sell the vast motor-freight market 
should give very serious consideration to 
TRANSPORT Topics. It is the logical publication 
to use, and it is the only publication that thor- 
oughly covers the entire market. 
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LOCATION 


Center of a rich ; 


FG 
2 BALANCED 
f7 ECONOMY 


Juan Tucson says: 
“Tucson gives you the 
RIGHT FORMULA for 
a successful test cam- 
paign . . . next time, 
Test in Tucson!" 
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AMERICA’S 3:2 FASTEST GROWING 
OFFERS YOU AN IDEAL TEST MARKET! 


YOU GET A 
BALANCED ECONOMY: 


Tucson wage earners get their 
money from a wide variety of jobs. 
No one industry or type of job 
dominates the area, which means 
stability in the economy. Make 
your test any time, the year around. 


YOU GET GOOD 
SPENDABLE INCOME: 


Tucson ranks 141st out of 200 
leading county areas with a per 
capita spendable income of 
$1525. The per family income is 
$5314. Your test is made with 
people whose income represents 
the ‘‘middle of the road.” 


Ghe Arizona Daily Star 


Morning & Sunday 


Cucson Daily Citizen 


The Arizona Daily Star and the 
Tucson Daily Citizen reach 67% 
of the homes in the 3-county 
area, 94% of the homes in the 
Greater Tucson area. 


3-county area with 


Nationally represented 
by Cresmer & Woodward 


YOU GET A 
SELF-CONTAINED MARKET: 


Pima County's population of 
215,000 is concentrated in the 
Greater Tucson Area, population 
195,000, with 2 other counties 
considering Tucson as their buying 
center. No other major city is 
nearer than 125 miles. You can 
measure the results of your test 
campaign exactly, without allow- 
ance for outside influences. 


Two independently owned and operated 
newspapers produced in the same plant. 
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